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Chartered Accountancy as a profession in South Africa has faced significant public 
criticism following highly-publicised purported misdemeanours of chartered accountants 
involved in unethical business activity. This has led to a reputational damage of the 
chartered accountancy profession in South Africa. To rebuild this reputation, SAICA, as 
the manager of the profession, implemented various strategies to manage the reputation 
of chartered accountancy profession. The aim of this research was to assess the 
strategies implemented by SAICA to manage the reputation of the chartered 
accountancy profession from July 2017 to December 2019. Strategic communication is 
the umbrella paradigmatic approach to this research. Specifically, both Image Repair 
Theory and Situational Crisis Communication Theory have guided the study. Focus was 
placed on the strategic communication concepts of corporate reputation, reputation 
management, situational crisis communication theory, and media relations in order to 
assess the strategies that were implemented by SAICA. The qualitative research 
methodology was employed. Data was collected through semi-structured virtual 
interviews with SAICA members and journalists. The findings have demonstrated that 
reputation management is not absolute. Literature in strategic communication refers to 
reputation management, but in fact reputation cannot be managed, an organisation can 
only navigate through a reputational crisis. 
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CHAPTER 1. INTRODUCTION 
 
1.1. Introduction and Background 
 
The South African Institute of Chartered Accountants (SAICA), South Africa’s pre-
eminent accountancy body, is widely recognised as one of the world’s leading 
accounting institutes. The Institute provides a wide range of support services to more 
than 50 000 members and associates who are chartered accountants (CAs[SA]), as well 
as associate general accountants (AGAs[SA]) and accounting technicians (ATs[SA]), 
who hold positions as CEOs, MDs, board directors, business owners, chief financial 
officers, auditors and leaders in every sphere of commerce and industry, and who play 
a significant role in the nation’s highly dynamic business sector and economic 
development. Chartered Accountants are highly valued for their versatile skill set and 
creative lateral thinking, that is why all of the top 100 Global Brands employ Chartered 
Accountants. 
 
Chartered Accountancy as a profession in South Africa has faced significant public 
criticism following highly publicised purported misdemeanours of chartered accountants 
[CAs(SA)] involved in unethical business activity. Consequently, this unethical behaviour 
damaged the reputation of the profession (SAICA, 2019). The 2017-2018 
Competitiveness Report of the World Economic Forum showed that the general ranking 
of South Africa's accounting profession decreased from 47 to 61 out of 137 nations 
(SAICA, 2019). 
 
Both mainstream and social media, played a central role in publicising the crises faced 
by the various organisations and CAs(SA) at the helm of these crises. Various media 
reported extensively on purported misdemeanours by CAs(SA) since July 2017 including 
City Press, Fin24, Financial Mail, Business Day, Mail & Guardian, eNCA, POWER987, 
702, Eyewitness News, Moneyweb, etc. Such reports played a crucial role in influencing 
public opinion among various stakeholders about the chartered accountancy profession. 
When the media places an issue on the agenda that is perceived to matter to the 
audiences, it shapes public opinion (Steinberg & Angelopulo, 2015:223). SAICA 
members also used the media to voice their opinions regarding the state of the 
profession. During the crises, SAICA communicated with the public, with the intention of 
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stemming the negative effects of the scandals to ultimately maintain a positive reputation 
of the profession. Smith (2015:461) argues that every crisis is a threat to reputation and 
other assets of organisations and will likely create a negative impact on organisational 
bottom line or mission. Crisis communication is necessary to influence the direction of 
media coverage and the consequences of the crisis. Organisations can turn crisis into 
opportunities to enhance credibility and their position among their stakeholders (ibid.). 
  
1.2. Problem Statement  
 
The chartered accountancy profession in South Africa has been embroiled in a series of 
scandals for over a period of many years. The most notable of the accountancy scandals 
involved CAs(SA) working with well-known South African institutions and spanned 
across a variety of organisations: International, private and State-Owned Institutions. 
These included internationally recognised auditing firms such as KPMG (KPMG, 2017); 
State-Owned Institutions - specifically Eskom (Peypar, 2017), private establishments 
such as Steinhoff (Strydom, 2017), and VBS Mutual Bank (Matshantsha, 2018). The 
scandals that hit all the above mentioned organisations, not only caused huge dents in 
individual organisational reputations, but some proved to be more severe such as the 
demise of VBS Mutual bank (Marrian, 2018), while Steinhoff filed for insolvency 2018 
(Fin24, 2018). They all involved CAs(SA) at their core.  These scandals have affected 
the reputation of the chartered accountancy profession. SAICA, as the manager of the 
profession implemented strategies to manage the reputation of the profession. This 
research assesses the strategies that were implemented by SAICA to manage the 
reputation of the chartered accountancy profession since July 2017 to December 2019 
by garnering perceptions of some of the organisation’s stakeholders towards the 
strategies. 
 
1.3. Research Aim 
 
The aim of the study was to assess the strategies implemented by SAICA from July 2017 





1.4. Research Objectives 
 
The study has the following objectives: 
 
 To analyse the strategies employed by SAICA from July 2017 – December 2019 
to manage the reputation of the chartered accountancy profession. 
• To examine crisis communication conducted by SAICA during crises involving 
chartered accountants between July 2017 and December 2019; and 
• To explore perceptions of selected SAICA stakeholders: members and the media 
about the effectiveness of the reputation management strategies implemented by 
the organisation. 
 
1.5. Research Questions  
 
To achieve the research aim, the study asks the following sub-questions: 
 What strategies were employed by SAICA from July 2017 – December 2019 to 
manage the reputation of the chartered accountancy profession? 
 How was crisis communication conducted by SAICA during crises involving 
chartered accountants between July 2017 and December 2019? 
 What are the perceptions of SAICA stakeholders about the effectiveness of the 
reputation management strategies implemented by SAICA? 
 
1.6. Summary of literature review 
 
The following section examines literature related to reputation management and crisis 
communication. Reputation management requires communication to various 
stakeholders. The concept of reputation management and crisis communication fall 
under the umbrella concept of strategic communication. Strategic communication is an 
approach that improves on the principles of public relations and offers a paradigmatic 
approach to aspects such as reputation management, crisis communication, advertising, 
and stakeholder engagement. It should be strategic, thoughtful, and targeted. Overton-
de Klerk and Verwey (2013:363) define strategic communication as “purposeful 
communication to fulfil an organisation’s overall missions. Strategic communication 
breaks down the silos surrounding related communication disciplines and create a 
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unifying framework that integrates public relations, organisational communication, 
marketing communication and other areas.”  
 
1.6.1. Corporate Reputation Management and Stakeholder Perceptions 
 
Corporate reputation is a stakeholder-based concept. To manage a reputation, an 
organisation should engage in a process of avoiding, reducing, or controlling known or 
potential risks to the organisation, stakeholders and public (Woods, 2016:896). It is not 
a short-term process, on the contrary, it requires an on-going process and needs to be 
operated holistically (Bell & Krivich, 2000:26).  
 
To manage a reputation, French and Wickham (2018:214) stipulate that an organisation 
should engage in a process of ongoing meaningful action to gain and maintain the 
esteem of its stakeholder groups. A review of existing literature indicates that the process 
of reputation management involves a strategic influence and/or control of seven key 
factors across an organisation’s life cycle. These factors being: the role of the 
organisation’s leadership/executive manager(s), the role of an organisation’s 
personality, the organisation’s connection to the external environmental, stakeholder 
relationship management, strategic communications, time, and environmental feedback. 
 
Every organisation in its lifetime experiences peaks and troughs. The important point 
here is to turn the failures into an opportunity for the sake of good reputation. 
Organisations must take precautions for early diagnosis of any threats to their reputation 
and respond quickly to eliminate, or reduce them (Woods, 2016:896). According to 
Wæraas & Byrkjeflot (2012:190), there are three steps to follow in the process of 
reputation management, these steps are formulating the strategy, developing a self-
presentation programme, as well as measuring perceptions.  
 
1.6.2. Communicating during crises 
 
When a crisis occurs, even private businesses and other organisations cannot shield 
themselves from the expectation of being held accountable (Smith 2015:462). Crisis is 
a danger to the reputation of an organisation and can harm that reputation. Such 
reputational harm can influence how stakeholders interact with the organisation. When 
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a crisis occurs, an organisation should first interact to safeguard its audiences physically 
and psychologically (Coombs, 2007a:163). This involves crisis preparedness, 
responding to the crisis, as well as post crisis evaluations.  In a mediatised world, issues 
can easily explode into crises (Khattab, Fonn & Ali, 2017:18). Reputation repair 
strategies developed by Coombs (2007a), are often used by organisations when there 
is a reputational crisis. 
 
1.7. Theoretical framework of the study 
 
Strategic communication is the umbrella paradigmatic approach to this research. 
Specifically, Image Repair Theory, SCCT, and Excellence Theory will guide the study. 
Adom, Hussien and Agyem (2018:438) explain the theoretical framework as a research 
path and ground it firmly in theoretical constructs.  
 
Image Repair Theory (IRT): IRT argues that crisis communication is goal-oriented and 
maintaining a favourable image of an organisation is a primary goal of the theory. The 
theory further argues that an organisation should communicatively address wrongful 
acts before it pushes an organisation into a crisis (Blaney, Benoit & Brazeal, 2002: 380). 
In order to maintain the favourable image, IRT suggests a list of five generic rhetorical 
options to reputational threats caused by the crisis – these are denial, evading 
responsibility, reducing offensiveness, corrective action, and mortification with further 
subdivisions for certain strategies (Blaney et al., 2002:380). Response strategies are 
developed regarding the threats a crisis can impose on an organisation’s reputation.  
 
Situational Crisis Communication Theory (SCCT): SCCT calls for a conceptual 
connection between reputational crisis scenarios and crisis reaction strategies. 
Acceptance of responsibility provides a conceptual link in SCCT (Coombs, 2007a:170). 
Crisis responsibility is mainly a function of reputational threat assessment. Responsibility 
implies accountability and the organisation must answer for its behaviour in a crisis 
situation – crisis reaction approaches are the organisation's reaction. SCCT indicates 
that perceived recognition of accountability for a crisis with a particular reaction approach 
embodies the reaction of an organisation. When crisis response strategies 
accommodate, show empathy for victims – an organisation is perceived as taking 
responsibility for the crisis (Coombs, 2007a:170). Coombs (2015:142) divides crisis 
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response strategies into three categories, all of which fulfil different functions and must 
be considered for an effective response: (1) information instruction, (2) information 
adjustment, and (3) reputation building strategies. 
 
Excellency Theory: The Excellence theory explains the value of public relations to an 
organisation, and society based on the social responsibility of managerial decisions and 
the quality of relationships with stakeholders. 
 
1.8. Research Methodology 
 
The study follows a qualitative approach. Qualitative research is an approach that 
enables the researcher to explore the perspectives of participants in detail using 
techniques such as in-depth interviews. Moreover, the approach allows the researcher 
to identify issues from the study participants’ views and understand their meanings and 





The population of the study was made up of SAICA members and media. These are 
some of the prominent stakeholders of the organisation, with both holding the power to 





Five members of SAICA holding prominent positions in their organisations with decision 
making powers in relation to reputation management, and five print and broadcast 
business/financial journalists have been purposively sampled for the study. SAICA 
members represented SAICA’s internal stakeholder group, whereas journalists 
represented external stakeholder groups. These journalists have been covering or 
reporting on the purported misdemeanours of CA(SA) since July 2017. Du Plooy 
(2014:123) emphasizes that purposeful sampling is based on the researcher's prior 
knowledge of the target population based on the notion that the researcher wants to 
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determine, comprehend and gain understanding, and must therefore pick a sample from 
which to learn the most.  
 
1.8.3. Data Collection 
 
Individual virtual interviews using semi-structured questions have been used to collect 
data. The use of open-ended questions enabled the researcher to pose follow-up 
questions to gain in-depth understanding of the participant’s responses (Leedy and 
Ormond, 2013:190). Due to the breakout of the COVID-19 pandemic across the world, 
the research opted to have a virtual meeting with the respondents to collect qualitative 
data. The researcher sent an email to selected prospective participants with a request 
to participate in the study. Once a participant has given consent to participate in the 
study, the researcher setup a virtual meeting via Microsoft Meetings to conduct the 
interview.  
 
1.8.4. Data Analysis  
 
The data has been analysed through thematic analysis. Thematic analysis of the 
transcribed material was conducted to assist in identification of recurring themes or 
patterns to determine the importance and relevance of information (Braun and Clarke 
2006:77). By this method, the researcher identified common themes in the participants’ 
responses to the semi-structured interview questions.  
 
1.8.5. Quality Measures of the study 
 
The researcher has addressed how the study has established that the findings are 
credible, transferable, confirmable, and dependable. Reliability and trustworthiness of 
the study have been assured by ensuring qualitative measures of quality, namely 
transferability, credibility, dependability, and confirmability (Verwey & Muir 2018:9).  
 
1.9. Ethical Considerations 
 
The study’s ethical considerations have been discussed in detail in chapter 3. The 
participation was voluntary. The researcher assured that participants’ names and that of 
their employer(s) will be dealt with in the strictest confidence; participants’ trust has not 
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been exploited for personal gain or benefit, by deceiving or betraying participants in the 
research route or its published outcomes. All data from this study is used for academic 
purposes.  
 
Moreover, the researcher has ensured that the study adhered to the ethical 
considerations of the University of Johannesburg. The researcher conduct has been 
guided by the research ethical values as well as sensitivity to the cultural context in which 
the research took place. In addition, the researcher obtained organisational permission 
from SAICA and individual consent from SAICA members and the various journalists to 
collect data for the study.  
 
1.10. Structure of the study 
 
The study is made up of five chapters.  
The first chapter, which outlines the introduction, explores the background of the 
research problem, brief literature, presents the research questions of the study, as well 
as the structure of the study.  
 
The second chapter presents the literature review section, which explores key concepts 
on reputation management as well as relevant theories.  
 
The third chapter provides the methodology which guided the study. The chapter outlines 
the methodological orientation, data collection methods, population, and sampling, as 
well as data analysis.  Chapter four presents the study’s findings and data analysis.  
Chapter five presents the conclusion of the research; it presents the summary and 














This chapter reviews relevant literature about reputation management and what 
organisations do to manage their reputation during a crisis. In addition, it seeks to 
understand and explore the central concepts of corporate reputation, reputation 
management process, and crisis communication. The above-mentioned concepts 
discussed are linked to one another and thus the review established and emphasised 
connections between them. Firstly, the structure of the study is such that the focus gave 
general conceptualisation of the term corporate reputation, followed by critically 
examining what organisation do in a reputation management process. Moreover, the 
study looks at how the reputation management strategies are disseminated to various 
stakeholders through crisis communication.  Finally, the discussion is concluded by 
outlining the theoretical framework relevant to the study.  
 
2.2. Corporate Reputation Management and Stakeholder Perceptions 
 
Corporate reputation has been conceptualised differently by various scholars. Griffin 
(2014:1) defines reputation as “a view, as held by others, of what you are like, based on 
their experience of you over time”. Griffin (2014:1) further states that “organisations have 
thousands – or even millions – of people judging them every day. They are judged on 
their performance, products, services, decisions, announcements, etc. These 
judgements come together overtime as a collective view of what the organisation is like: 
its reputation”. Griffin’s definition of reputation is echoed by French and Wickham 
(2018:214), when they define an organisation’s reputation as an intangible asset that 
arises from the strengths of its interactions with organisation’s stakeholders. From the 
two definitions, it can be said that reputation is an outcome. When defining corporate 
reputation, common denominators such as trust, cooperation, immediacy of 
communication and cooperation are frequently mentioned. 
To protect and improve the reputation of an organisation or brand, the professional co
mmunicator must engage in stakeholder conversations. This process is called 




Reputation management implies an effort to manage relations with an organisation’s 
stakeholders using appropriate media and other initiatives.  Moreover, reputation 
management is about creating and managing positive public perceptions (Gibson, 
Gonzales & Castanon, 2006:15) and strives to adjust communication with stakeholders 
as to prevent a fragmented reputation. Verwey & Muir (2014:140) further stipulate that 
reputation management is an alignment of an organisation’s performance, its 
personality, and stakeholder engagement which is comprised of both tangible and 
intangible benefits. From these definitions, it can be said that reputation management’s 
core focus is managing organisational stakeholder perceptions.  
 
Reputation management involves avoiding, reducing, or controlling known or potential 
risks to the organisation, stakeholders and public (Woods, 2016:896). It is not a short-
term process, on the contrary, it requires an on-going process and needs to be operated 
holistically (Bell & Krivich, 2000:26). According to Wæraas & Byrkjeflot (2012:190), there 
are three steps to follow in reputation management:  
 
 Step 1 - Formulating a strategy: This step includes assessment of current identity 
and should result in a reputation platform that describes core of organisation.  
 Step 2 - Developing a program for self-presentation: This step includes closing 
the gap between organisational identity and reputation. 
 Step 3 - Measuring perceptions: This step involves measurements of target 
audience perceptions. 
 
A good reputation management process is crucial in the overall success of an 
organisation. In addition to the three steps suggested by Wæraas & Byrkjeflot 
(2012:190), French and Wickham (2018:214) stipulates that an organisation should 
engage in a process of ongoing meaningful action to gain and maintain the esteem of its 
stakeholders. A review of existing literature indicates that the process of reputation 
management involves a strategic influence and/or control of seven key factors across 
an organisation’s life cycle. These factors are the role of the organisation’s 
leadership/executive manager(s), the role of an organisation’s personality, the 
organisation’s connection to the external environmental, stakeholder relationship 
management, strategic communications, time, and environmental feedback. The 




2.2.1. Step 1: formulating a strategy 
 
Strategy formulation is the first step of the reputation management process. It is at this 
stage that a review of the organisation’s current reputation is important for an 
organisation to be able to define an idealised vision of how the organisation should be 
perceived by stakeholders. This step includes the role of the leadership/executive 
manager(s); the role of the organisation’s personality; and the organisation’s connection 
to the external environment in formulating a strategy. van Riel & Fombrun (2007:62) 
contends that an organisation engages in a discovery process intended to reveal what 
the organisation stands for. By so doing, the organisation creates a framework for a 
perception audit in which it is possible to reveal future actions to reduce the gap between 
real and desired reputation (Balmer & Greyser, 2003:23). This process results in a 
platform that describes what an organisation stands for and a foundation for managing 
an organisation’s reputation. This platform puts forth the organisation’s positioning to 
both its internal and external stakeholders (van Riel & Fombrun, 2007:136). The 
organisation’s positioning includes the organisational values, identity description, vision 
and mission statement, corporate stories as well as positioning statement, taglines and 
strategic management priorities of its top managers – this is referred to as an 
organisational personality (French & Wickham, 2018:216). These ensures that an 
organisation can be differentiated from other organisations and its competitors in the 
same market.  
 
During this step of reputation management, the role of leadership/executive managers 
is a key factor. The personality, skills and energy of the organisations’ 
leadership/executive managers instil an organisation with its distinctiveness around 
which its identity is found and reputation consequently built (French & Wickham, 
2018:215), and thereby the basis for formulating a reputation strategy. To formulate the 
strategy, there is a need for leadership/executive managers to define and document the 
ideal organisational personality in a written form (Spear & Roper, 2013:494). An effective 
written form of an organisational personality, as suggested by van Riel (1995:65), is an 
organisation’s “sustainable corporate story” that translates fundamentals of the 
personality into “common starting points” which the organisation’s leadership/executive 
management can use as a basis when making reputation management decisions. It is, 
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however, the role of an organisation’s leadership/executive management to ensure that 
the relevance of the organisation’s personality is continuously monitored to its 
competitive environment (Balmer & Greyser, 2002:74). Moreover, it is also the 
responsibility of leadership/executive management to ensure that any new content 
generated from a strategic action seeks to preserve the desired brand image in the face 
of ever shifting demands of stakeholders and social norms. 
 
2.2.2. Step 2: Developing a program for self-presentation 
 
During the reputation management process, an organisation must influence stakeholder 
perceptions by developing a programme for an organisational expressiveness or self-
presentation. The target audience is both internal and external stakeholders. The aim is 
to distribute messages and promises that offer the organisation a clear voice and 
communicate what stakeholders can expect from the organisation – these can be via 
verbal representations of corporate identity. At this stage, the idea is to close the gap 
between organisational identity and reputation (Doorley & Garcia, 2007:11). The best 
messages are visibility, continuity, authenticity, accountability, distinctiveness, and 
responsiveness (van Riel & Fombrun, 2007:63). Should this programme be successfully 
be done, an organisation’s identity is with a corporate image, and the organisation will 
be trusted, admired, respected, esteemed and consequently generating an emotional 
connection between the organisation and its stakeholders, which is critical for the 
development of a good corporate image. This emotional connection depends on the 
thoughts and perceptions of both the internal and external stakeholders about the 
organisation and it is highly sensitive to the image an organisation project. 
 
Corporate reputation emanates from the aggregation of a thoughts and feelings held by 
various stakeholder groups. As already described, corporate reputation is simply an 
observation dependent on stakeholders (Sarikaya, Yilmaz, & Temizel, 2012:9), and the 
organisation’s ability to build trusting relationships and influencing perceptions is 
important to the process of reputation management (Abratt & Kleyn, 2012:1053). It is, 
however, possible that a variety of stakeholder groups hold different evaluations of an 
organisation. To be able to manage its reputation, it is important for an organisation to 
know the means an organisation’s stakeholders obtain and distribute organisational 
information (Sarikaya et al.,2012:9). An organisation must identify, evaluate, and 
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strategically manage or influence the communication sources from which organisational 
personality is communicated to various stakeholder groups (Clardy, 2012:289).  
 
Stakeholders can make or break an organisation. Its management is, however, important 
and should be incorporate into the overall strategic management of the organisation and 
that the organisational strategic objectives should recognise stakeholder groups that can 
affect those objectives. This is because an organisation’s stakeholders can affect and 
be affected by what an organisation stands for, and therefore may prevent the 
organisation from accomplishing its goals (Freeman, 1984:17). Stakeholder 
management involves understanding the relationship between the organisation and its 
various stakeholders, this relationship exists prior to a reputational crisis. Reputational 
crisis is a series of episodes that an organisation must navigate through.  
 
Complete recognition of the relationship requires an assessment of who the 
stakeholders are and the relationship's perceived stakes, the stakeholder management 
procedures, and the transactions between the organisation and its internal and external 
stakeholders (Freeman, 1984:18). For an organisation to be able to respond and solicit 
anticipated behaviours from its internal and external stakeholders, an organisation must 
be adept at identifying the requirements of the various stakeholder groups. Moreover, to 
gain a full comprehension of the relationship, Freeman (1984:18) asserts that there 
should be multiple levels to recognise perspectives of stakeholders. In support of this 
point, (Jin, Pang & Cameron, 2010:430) postulates that it is of critical importance for an 
organisation to understand the reputational crisis from the stakeholder perspectives, 
which enables the organisation to disseminate messages targeted at various 
stakeholder groups. 
 
Maintaining a positive corporate reputation over time helps an organisation to create a 
reputational capital with its stakeholders, which indicates the strength of the relationship 
the organisation has with its stakeholders. The larger the amount of reputational capital, 
the more likely an organisation will have reserves in a time of crisis (Coombs, 
2007a:165), and that reputational capital can be seen as an insurance policy when a 





2.2.3. Measuring perceptions  
 
The organisation performs measurements of audience expectations at this stage. It is 
the stakeholder’s evaluative perception of the organisation that forms the reputation 
(Fombrun & Van Riel, 1997:7). An organisation cannot be able to manage what it does 
not measure (Luoma-aho, 2006:120). The idea is to use the results to improve on the 
strategy (Hatch & Schultz, 2003:2008). The reputation survey outcomes form the 
foundation for a new assessment of the current state, which can also be used to re-
adjust the approach, identify key stakeholders, and enable reputation-building programs 
to be more successful.  
 
2.3. Communicating during crises 
 
Crisis communication has been a topic of interest for scholars over the years, and they 
have examined how corporates should respond to a crises situation to better protect 
organisational reputation. When a crisis occurs, even private businesses and other 
organisations cannot shield themselves from the expectation of being held accountable 
(Smith, 2015:462). Crisis is a danger to the reputation of an organisation and can harm 
that reputation. Such reputational harm can influence how stakeholders communicate 
with the organisation. When a crisis occurs, an organisation should first interact to 
safeguard its audiences physically and psychologically (Coombs, 2007a:163).  In a 
mediatised world, issues can easily explode into crises (Khattab, Fonn & Ali, 2017:18).  
Crisis communication is divided into three phases. The first phase is crisis preparedness, 
followed by crisis response, and the last phase is a post crisis (Coombs, 2007b:1). The 
crisis preparedness phase has to do with crisis avoidance and preparation. The crisis 
response stage is when an organisation really must adapt to the crisis. The post-crisis 
phase evaluates and uses the steps taken to respond to the crisis to prepare for the 
future, as well as the fulfilment of commitments made during the crisis. 
 
2.3.1. Crisis preparedness 
 
Prevention aims to reduce established threats that can lead to a crisis. This is part of the 
risk management policy of an organisation. Coombs (2007b:2) states that preparation 
includes the preparation of the crisis communications strategy, the selection and creation 
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of the crisis communication team, the testing of the crisis communication plan and the 
team. Barton (2006:17) states that companies are best able to handle a crisis when they 
have an annually revised crisis communication plan, appointed a dedicated crisis 
management team, undertake tests to validate the annual plan and team, and pre-draft 
some crisis communications. The preparation and planning enable crisis teams to 
respond more quickly and to make effective decisions. 
 
The crisis communication plan is not a blueprint, but a tool used as reference point. A 
list of main contact details, reminders of what usually should be done during a crisis and 
ways to document a crisis response are included in the crisis communication plan. The 
crisis communication plan is not a step-by-step guide on how to handle a crisis. Fearn-
Banks (2007:23) noted how, pre-assigning duties, pre-collecting data and acting as a 
point of reference, a crisis communication plan can save time during a crisis. The pre-
assignment of duties presumes that a crisis team is designated. During a crisis, members 
of the team are supposed to know their responsibilities. 
 
The crisis communications team is a composition of various functions within an 
organisation (Barton, 2001:19). These are the communications team, finance, 
security/facilities, human resources, legal, and operations. However, this composition is 
dependent on the nature of a crisis. As already stated, the crisis communication plan 
serves as a guide. Each crisis is unique, demanding that crisis communication teams 
make decisions.  
 
Assigning and training a spokesperson is a key component of the crisis communication 
team. An organisation’s leadership should be prepared to do media interviews during a 
crisis, and media training should be done before a crisis hit. The strategic 
communications function in an organisation helps prepare spokespersons for handling 
media interviews (Coombs, 2007b:2). A highly regarded expertise in crisis 
communication is the media relations aspect of strategic communications (Fearn-Banks, 
2007:19). Strategic communications managers can provide training and support as they 
are not the spokesperson during a crisis in most cases.    
 
Crisis managers help with pre-drafting of messages that can be used when a crisis hit. 
More specifically, a template for crisis messages is developed by crisis managers. The 
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template contains quotes from top management, media releases, and websites. The 
templates leave blank spaces where once it is known, key information is inserted. As 
stated, the crisis managers help draft the messages, and they get pre-approved by the 
legal department. As relevant information is simply inserted and messages sent and/or 
made accessible on the websites, this ensures that time is saved during a crisis. 
 
There are various channels an organisation uses to communicate during a crisis. 
Coombs (2007a:142) suggests one of the effective channels of communication during a 
reputational crisis is a separate website or a designate section of the existing website. 
Research by Taylor & Kent (2007:142) finds that during a crisis, having a crisis website 
is one of the best practices. As part of the crisis preparedness phase and anticipation of 
the crisis, the website should be designed before a crisis. When a crisis hits, various 
stakeholders rush to the Internet to source for information. Coombs (2007b,3) contends 
that crisis managers should make use of a web-based response or risk appearing being 
ineffective. This is because the Internet is available 24/7, and the media can be able to 
access the information anytime. Taylor & Kent (2007:142) argues that the use of a 
website is an effective way for an organisation to communicate its side of the story. By 
not using the website, an organisation creates a risk of not controlling the narrative.  
 
2.3.2. Responding to a crisis 
 
What leaders do and say after a crisis is a response to a crisis (Coombs, 2007a:170). 
As already mentioned, crisis managers play a crucial role in responding to the crisis by 
helping to create communications sent to different audiences. Coombs (2007b:4) 
stipulates that there is a great deal of research that has examined the how organisations 
respond to a crisis. This was split into two parts: (1) the initial crisis response and (2) 
reputation repair strategies. 
 
2.3.2.1. Initial response 
 
Three points of focus on the initial crisis response guidelines: (1) be fast, (2) be precise, 
and (3) be consistent. Coombs (2007b,4) adds that an organisation should provide an 
initial response as soon as possible after the crisis occurs. This puts crisis managers 
under pressure to ensure a response is ready in a short period of time. This is when the 
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value of crisis preparedness is realised. Instead of scrambling, an organisation will be 
able to have up-front responses. The idea of responding quickly to a crisis is enables an 
organisation to tell its side of the story. The key points an organisation’s leadership wants 
to communicate about the crisis to its stakeholder groups is an organisation’s side of the 
story. When a crisis occurs, various stakeholders scramble for information trying to know 
what happened – this creates an information vacuum. As the primary source of 
information for various publics, the media is responsible for filling the information gap 
and being a primary source of initial crisis news (Coombs, 2007b,4). 
 
When a crisis hit, there is an expectation from both internal and external stakeholders 
for an implicated organisation to provide quick and accurate information about a crisis. 
Should the implicated organisation fail at this, there is a possibility that the media may 
seek alternative sources of information, which is dangerous because it creates a 
perception that the implicated organisation cannot control the situation (Holladay, 
2010:162). If no information is available from representatives of the organisation, to 
gather information and opinions about their reports, the media will turn to unofficial 
sources. Some ordinary citizens may have direct knowledge and views of an issue 
gathered by the media for reports. Deephouse (2000:1096) contends that these stories 
have the power to impact certain members of the public without direct understanding of 
the issue or strong views. 
 
No comments from officials reflects badly on the organisation, apart from the risk of 
integrating and transmitting individual views through news media. “…the absence of 
official comments from spokespersons may leave the organisation looking evasive, 
unresponsive, or unconcerned about the community” (Holladay, 2010:162). During a 
crisis, organisational spokesperson should ensure that they provide implicit responses. 
It is crucial “to establish the organisation at the centre of a crisis as the single 
authoritative source of information about what has happened and what is being done 
about it” (Regester & Larkin, 2005:176).  
 
When a crisis hit, both internal and external stakeholders needs to know what happened 
and why. It is, however, typical to have minimal information at the outset of a crisis. In 
some instances, information become available at a later stage. However, if an 
organisation is accused or perceived of withholding information, it will be judged harshly 
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by its internal and external stakeholders. “It is usually when the media believe the 
organisation at the centre of the crisis is unduly slow in providing information, reticent 
about providing ‘talking heads’ for interview or thought to be withholding information, that 
it becomes hostile” (Regester & Larkin, 2005:176).  
 
During a crisis, the media is an important player for various stakeholder groups and the 
implicated organisation, and careful media relations need to be considered. The media 
can be an ally or a threat to an organisation’s reputation management efforts.  It is vital 
to remember that the mass media are not only one homogeneous community of news 
sources, but that the mass media landscape is vastly heterogeneous. News stories can 
influence how an organisation is viewed during a reputational crisis; this has 
consequences for the degree of crisis responsibility assigned. Tennert (2014:424) 
postulates that the “process of ascribing and/or attributing responsibility takes place 
above all in the mass-media-based public sphere. The mass media’s attribution of 
responsibility helps to determine the image, attribution of competence and legitimacy 
that companies enjoy in the eyes of the publics”. When a crisis hits, the media looks for 
the cause of the crisis to identify the party that the crisis should be attributed to.  
 
Initial Crisis Response Best Practices 
 
Be fast, and within the first hour, try to provide an initial response. 
Be precise by verifying all the facts carefully. 
By keeping spokespeople aware of crisis situations and main messaging points, be 
consistent. 
Make public safety the priority number one. 
Using all communication platforms available, including the internet, intranet, and 
mass notification systems. 
Providing victims with some expression of concern / sympathy 
Remember to involve staff in the initial reaction. 
Be prepared to educate victims of the crisis and their families, including staff, about 
stress and trauma. 




2.3.2.2. Reputation repair strategies 
 
It is necessary for an implicated organisation to adopt appropriate strategies to protect 
its reputation if, or when, a reputational crisis arises. Responding appropriately to a crisis 
is critically important for organisations in order to preserve their reputation (Woods, 
2016:896). Once reputation is damaged, it may also negatively influence how the public 
interacts with an organisation, which may lead to a decrease in positive word-of-mouth 
behaviours.  
 
Strategies for reputational crisis reaction are used to handle the reputation of an 
organisation. What leadership does and says after a crisis is the answer to the crisis 
(Coombs, 2007a:170). Coombs (2007a:171) further postulates that crisis response 
strategies have three primary goals to safeguard the reputation of an organisation: “(1) 
shape attributions of the crisis, (2) change perceptions of the organisation in crisis and 
(3) reduce the negative affect generated by the crisis” (Coombs, 2007a:171). There is 
no ideal list of crisis reaction strategies, but the SCCT and Corporate Apologia helps 
produce a list of helpful crisis reaction techniques to reduce the risk of reputation.  
 
When crisis response strategies accommodate, show empathy for victims – an 
organisation is perceived as taking responsibility for the crisis (Coombs, 2007a:170). 
Coombs (2015:142) divides crisis response strategies into three categories, all of which 
fulfil different functions and must be considered for an effective response: (1) information 
instruction, (2) information adjustment, and (3) reputation building strategies. Instructing 
and adjusting information are not relevant for the purposes of this study. The research 
will only consider the reputation building strategies. 
 
Reputation building strategies: crisis pose a reputational threat, to deal with this, 
SCCT suggest a set of reputation building strategies. Coombs (1999) has merged crisis 
response strategies to counter crisis with the ultimate objective of preserving or 
rebuilding the reputation of an organisation. List of reputation building options are divided 
into three primary strategies by Coombs (2007a:170), these are: deny, diminish, rebuild 





Primary crisis response strategies 
Deny crisis response strategies 
Attack the accuser: The crisis manager approaches the person or entity with the 
company that insists that something is wrong. 
Denial: Crisis manager claims there is no crisis. 
Scapegoat: The crisis manager blames a person or organisation outside the 
organisation for the crisis. 
 
Diminish crisis response strategies 
 
Excuse: Crisis manager minimizes organisational accountability by denying intent to 
damage the incidents that caused the crisis and/or claiming unable to control them. 
Justification: Crisis manager minimizes the perceived crisis-induced harm. 
Rebuild crisis response strategies 
Compensation: Crisis manager provides victims with cash or other donations 
Apology: Crisis manager shows that the organisation assumes complete 
responsibility for the crisis and requests forgiveness from stakeholders. 
Secondary crisis response strategies 
Bolstering crisis response strategies  
Reminder: Tell stakeholders about the organisation's previous positive actions. 
Ingratiation: The crisis manager praises and/or reminds stakeholders of the 
outstanding previous work of the organisation. 
Victimage: Managers of the crisis remind stakeholders that the organisation is also a 
crisis victim. 




Ware & Linkugel (1978) theorised Apologia as a protective reaction after a public assault 
on the character of an individual (Coombs, Frandsen, Holladay & Johansen, 2010:339). 
The concept identified three response strategies Hearit (1994) called dissociations as 
counter to a crisis (Hearit & Brown, 2004:460). Denial stance is the first method, which 
is labelled as an opinion/knowledge dissociation – where an organisation denies 
responsibility for the crisis. The second response strategy is approaching the conduct of 
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guilt by shifting the blame – through this approach, organisations usually ascertain blame 
to few individuals, to weaken the attribution of crisis responsibility to the organisation. 
Accepting guilt is the final approach. Apologia suggests as a crisis response strategy - 
in this approach, an organisation accepts guilt by engaging in an action of taking 
corrective measures. In this approach, an organisation argues that the crisis is not 
representative of what an organisation stands for (Hearit & Brown, 2004:460).  
 
2.3.3. Post crisis phase 
 
After the crisis, an organisation returns to normal functioning. The crisis is no longer the 
priority of management at this point, but still needs some attention. As mentioned in 
section 2.2 that reputation management is an on-going process, reputation repair may 
be continued in the post crisis phase. Reports on the recovery process, disciplinary 
steps, and/or crisis investigations must be published by the organisation involved. 
Various channels such as Intranet, e-mail and phone calls are an excellent way to keep 
primary stakeholders updated (Coombs, 2007a:171). Post the crisis, lessons should be 
drawn. To see what has succeeded and what needs change, the crisis communication 
effort needs to be assessed. Every crisis is a lesson to an organisation (Coombs, 
2006:243). This implies that an organisation should seek ways to improve its 
preventative measures, preparation as well as how it responds to a crisis once it hits the 
organisation. Lessons learnt will be integrated into the crisis planning and responding to 
a crisis when it hits the organisation.  
 
2.4. Theoretical framework 
 
There are two research traditions important to research in reputational crisis 
management. These are rhetorical or text-oriented, and strategic or context oriented 
(Frandsen & Johansen 2010:351). The rhetorical or text-oriented tradition concerns itself 
with what and how an organisation implicated in a crisis communicates. These tradition 
produces a list of defensive crisis response strategies. The strategic or context-oriented 
tradition concerns itself with explicating when, where and to whom an organisation in a 
crisis communicates. These theories come together to form a backbone of the study by 




Three distinct and very influence theoretical streams have emerged within these two 
traditions (Coombs, 2002:342). The first, and oldest is the Corporate Apologia which 
organisations use as defensive mechanism to protect its reputation (Kim, Avery & 
Lariscy, 2011:185). The second influential stream is the Image Repair Theory (IRT). IRT 
expands on the repertoire of crisis response strategies encapsulated in Corporate 
Apologia. One of the central goals of IRT is to achieve and uphold a positive reputation 
for an organisation using communication in a somewhat defensive manner (Coombs, 
2010:31). Lastly, it is the Situational Crisis Communication Theory (SCCT). The SCCT 
combines concepts for reputation management from Corporate Apologia, IRT and 
corporate approaches (Coombs, 2002:343). The SCCT proposes a detailed typology of 
crisis management techniques that can be implemented by organisations in a crisis 
setting, depending on their role and associated responsibility. These two traditions are 
discussed in detail below with specific focus on Image Repair Theory and SCCT, which 
are the theoretical approaches to the study.  
 
2.4.1.1. Image Repair Theory  
 
Corporate Apologia and IRT share conceptual similarities in terms of how an 
organisation should respond to a crisis. This is because IRT theory incorporates different 
elements of theory in the field, including Apologia (Dunn & Eble, 2014:719). IRT 
proposes a detailed list of crisis response strategies that have been built well beyond 
the fundamental strategies of Corporate Apologia (Coombs et al., 2010:340).  
 
IRT notes that communication is goal-oriented and that the primary objective of 
communication is to preserve a favourable image (Blaney, Benoit & Brazeal, 2002: 380). 
Misdemeanours can push an organisation into a crisis. Crisis responses strategies are 
established in relation to the threats that a crisis can pose. The risk of the perceived 
offensive nature of an event and the risk of an organisation being held accountable are 
discussed by these strategies (Benoit, 1997:178). To counter the reputational threat 
caused by the crisis, IRT proposed a list of five general rhetorical options. These are 
“denial, evading responsibility, reducing offensiveness, corrective action, and 
mortification with further subdivisions for certain strategies” (Blaney et al., 2002:380). 
These rhetorical options help us understand how organisations use communication to 




2.4.1.2. Situational Crisis Communication Theory 
 
The SCCT was conceptualised in 1995 and has continuously been refined ever since. 
The basic premise of SCCT is that once there is a crisis, stakeholder groups attribute 
crisis responsibility, and such attributions plays a role in how stakeholders perceive the 
implicated organisation. The theory is audience oriented in that it focuses on how both 
internal and external stakeholders perceive the crisis and how they react to the 
reputational repair strategies implemented by an organisation.  According to Coombs 
(2010:39), “the idea is to understand how people make attributions about crises and the 
effects of those attributions on their attitudes and behavioural intentions”. Crisis 
accountability assessment to settle on the most appropriate response ways to minimize 
reputational damage is the central concept of SCCT. Crisis responsibility refers to “the 
extent to which stakeholders attribute the cause of a crisis to an organisation” (Coombs, 
2006:243). The Attributions Theory (AT), which paved the way for the development of 
the crisis response strategies of SCCT, provides a theoretical framework for an 
organisation to assess crisis responsibility. The crisis response strategies suggested by 
AT are designed to affect how internal and external stakeholders perceive responsibility 
for a crisis, as well as the implicated organisation (Coombs, 1995:469). Reputation repair 
strategies are determined by the crisis type to address specific attributions of 
responsibility.  
 
Stakeholder mapping, as discussed, will enable an organisation to be able to 
communicate relevant messages to various stakeholder groups. Moreover, an 
organisation needs to consider other variables such crisis type, the history of the crisis 
and previous relationships with its stakeholders to make the final decision on the most 
suitable response strategy. Figure 2.1 shows an overview of the variables that make up 




Figure 2.1: Variables and Relationships in the Situational Crisis Communication Theory (adapted from Coombs & 
Holladay 2002:168.) 
 
As Figure 2.1 shows, a crisis is connected to a certain degree of accountability that is 
influenced by the history of the crisis, the relationship's history, the severity of the event, 
and the extent of control assigned to it. The degree of crisis accountability may have a 
certain, sometimes detrimental, effect on an organisation's reputation. SCCT’s goal is to 
minimise the severity of reputational damage. Strategies for crisis response that are 
tailored to and communicated in a particular form of crisis may help achieve that goal.  
 
2.5. Conclusion  
 
The purpose of this chapter was to discuss the key concepts relating to reputation and 
management. Within the broader concept of strategic communication, the concepts of 
corporate reputation, reputation management, and crisis communications were 
discussed to contextualise the strategies implemented by SAICA to manage the 
reputation of the chartered accountancy profession. Strategic communication allows for 
all these various aspects to be examined. The research methodology will be discussed 












This chapter presents the methodology that informs the methods implemented to answer 
the research questions specified in Chapter 1. The chapter begins with a description of 
the research method to describe the methodological framework that underpins the study, 
followed by discussing the research designs that the study has followed to hold all of the 
elements in a research project together. Moreover, the chapter outlines details of how 
the study was conducted – how data was gathered and how it was analysed as well as 
ensuring its trustworthiness – to ensure that the aims of this research were realised, and 
the research questions addressed. The study, as stated in Chapter 1, turns on the 
following three research questions: 
 What strategies were employed by SAICA from July 2017 – December 2019 to 
manage the reputation of the chartered accountancy profession? 
 How was crisis communication conducted by SAICA during crises involving 
chartered accountants between July 2017 and December 2019? 
 What are the perceptions of SAICA stakeholders about the effectiveness of the 
reputation management strategies implemented by SAICA? 
 
3.2. Research Approach 
 
The study followed a qualitative research approach. Qualitative research is an approach 
that enables the researcher to explore the perspectives of participants in detail using 
techniques such as in-depth interviews. Moreover, the approach allows the researcher 
to identify issues from the study participants’ views and understand their meanings and 
interpretations (Hennink, Hutter, & Bailey, 2020:32). 
 
3.3. Research Design 
 
A case study research design has been followed in this study. A case study is an in-
depth analysis of a specific situation rather than an exhaustive statistical sample 
(Anastas, 1999:94). Case study design has been used to scale down a very broad field 
of reputation management into one easily researchable topic. Case study research 
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designs includes explanatory, descriptive, and exploratory case studies (Anastas, 
1994:94). An exploratory case study research design was chosen for this study. The 
exploratory case study approach enabled the researcher to obtain an in-depth 
appreciation of the strategies implemented by SAICA to manage the reputation of the 
chartered accountancy profession in its real-life context. In addition, using an exploratory 
case study design enabled the researcher to rely on variety of sources to investigate the 
research problem.  
 
Research design is known to be the "glue" framework of research that keeps all the 
elements together in a research project (Hennink, Hutter, & Bailey, 2020:32). Baran 
(2020:26) refers to designs as procedures for collecting, analysing, interpreting, and 




A research population refers to a broad community of people who are the primary subject 
of a scientific inquiry. The sample of the target or accessible population has been drawn 
in such a way that it is representative of that population (Du Plooy, 2009:108). The 
population selected for this study are SAICA members and journalists. SAICA has a 
membership-base of over 50 000 members, and the number of financial/business 
journalists are not known to the researcher. However, due to the large size of the 
population and the nature of qualitative research, researcher could not interview every 




Five members of SAICA holding prominent positions in organisations and five print and 
broadcast business/financial journalists have been purposively sampled for the study. 
These journalists have been covering/reporting on the purported misdemeanours of 
CA(SA) since July 2017. Purposeful sampling was based on prior knowledge of the 
researcher of the target population based on the notion that the researcher wants to 
determine, comprehend and gain understanding, and must therefore pick a sample from 
which to learn the most (Du Plooy, 2014:123). The researcher relied on purposive 
sampling technique to limit the number of participants and to avoid data saturation. Data 
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saturation suggests that the researcher was confident that further data collection would 
produce similar findings and help to validate emerging themes and conclusions (Guest, 
Bunce, & Johnson, 2006:59). The findings from qualitative methodology cannot be 
generalised to a wider population (Crain-Dorough, 2020:56). 
 
3.6. Data Collection 
 
In-depth individual interviews using semi-structured questions have been used to 
generate data. The use of open-ended questions enabled the researcher to pose follow-
up questions to gain in-depth understanding of the participant’s responses (Keyton, 
2010:269). Due to the breakout of the COVID-19 pandemic, the research opted to have 
a virtual meeting with the respondents to collect qualitative data.  The researcher was 
granted consent to record the interviews, and notes were taken during each interview. 
The only challenged faced by the researcher during this virtual data collection process 
was connectivity failures and experiencing load shedding. 
 
To test the data collection instrument of the study, a pilot study was conducted prior to 
implementation of the comprehensive data collection. As a small study, the pilot study 
aims to test research protocols, data collection tools, sample recruitment methods and 
other research techniques in preparation for a larger study (Hassan, Schattner, & Mazza, 
2006:70). From the pilot study, some of the questions that were included in the initial 
data collection instrument had to be taken out while some were misplaced and had to 
be placed in the right sections. Moreover, the pilot study also revealed the need for 
additional questions to the revamped data collection instrument to achieve the aim of 
the study. 
 
3.7. Data Analysis  
 
Data analysis was done through thematic analysis of the transcribed in-depth individual 
interviews. This process was conducted to assist the researcher to identify recurring 
themes or patterns to determine the importance and relevance of information. Thematic 
analysis is a “qualitative process of identifying and analysing various themes within the 
given data” (Braun and Clarke 2006:77). By this method, the researcher identified 
common themes in the participants’ responses to the semi-structured interview 
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questions. According to Braun and Clarke (2006:77), “Themes are capable of capturing 
significant aspects of data in relation to the research questions and research aims and 
objectives”. Themes also “represent a certain level of patterned response or meaning 
within the data set. Thematic analysis provides a flexible and useful research tool, which 
can potentially provide a rich and detailed, yet complex account of data” (Braun and 
Clarke, 2006:78).  
 
Braun & Clarke (2008:78) have identified six phases of thematic analysis. These phases 
of thematic analysis are discussed below. These phases are familiarising with the data, 
generating initial codes, searching for themes, reviewing themes, defining, and naming 
themes, and producing the report.  
 
Phase 1: familiarising yourself with data 
 
Familiarisation with data mainly involves repeated reading and immersing oneself in the 
data in an active way searching for meanings and patterns. The researcher read through 
the entire dataset more than once before he began coding, researcher’s ideas, 
identification of possible patterns were shaped as he read through (Maguire & Delahunt, 
2017:3355). Braun & Clarke (2006:79) contends that it is of critical importance for the 
researcher to familiarise themselves with the data to an extent that they are familiar with 
the depth and breadth of the content.  
 
Phase 2: Generating initial codes 
 
When the researcher has read and familiarized himself with the data and has created an 
initial list of ideas about what is in the data and what is important about it, the researcher 
can then proceed with phase 2. This stage involves the generation of initial codes from 
the data (Maguire & Delahunt, 2017:3355). Coding of the data depends, to a certain 
extent, on whether the themes are theory-driven or data-driven (Braun & Clarke, 
2006:79). Braun & Clarke (2006:79) further state that is also depends on whether the 
researcher attempts to code the entire dataset 's content, or whether it only codes to 







Phase 3: Searching for themes 
 
When the researcher has coded and collated all the data as well as having a list of 
different codes that were identified across the dataset, the researcher can then begin 
with phase 3. Braun & Clarke (2006:79) explicate that this stage involves organizing or 
sorting possible themes and collecting all the necessary extracts of coded data within 
the themes described. At this point, the researcher began analysing the codes and 
contemplating how many different codes come together to form an overarching theme 
(Maguire & Delahunt, 2017:3356). In addition, at this point, the researcher considers the 
relationship between codes, between themes, and between theme levels. 
 
Phase 4: Reviewing themes 
 
When the researcher has devised a set of possible themes, he/she can begin with phase 
4. When reviewing themes, Maguire & Delahunt (2017:3358), contends that it may 
become clear that some candidate themes are not really themes because some do not 
have adequate evidence to support them or because the data is too diverse, while others 
may blend into each other. Data within themes should substantially cohere together, 
while simple and recognizable distinctions between themes should be made. 
 
Phase 5: Defining and naming themes 
 
If the researcher has a satisfactory thematic data map, he / she will start with phase 5. 
It is at this juncture that the researcher must define and further refine the themes that 
he/she must present for analysis. By define and refine, Braun & Clarke (2006:81) imply 
identifying the crux of what each theme is about (as well as the general themes) and 
deciding the component of the data collected by each theme. It is important not to try 
and get a theme to do too much, or to be too diverse and complex. 
 




When the researcher has a set of themes thoroughly thought out, he / she begins with 
step 6. Braun & Clarke (2006:81) states that the aim of writing a thematic analysis for a 
thesis is to describe the complex tale of the data in a way that convinces the reader of 
the merit and validity of the analysis. Maguire & Delahunt (2017:3355) also add that it is 
critical that the analysis offers a succinct, descriptive, rational, non-repetitive, and 
interesting account of the story the data tells within and across themes (writing it up, 
including data extracts). 
 
3.8. Ethical Considerations  
 
The researcher ensured that all ethical standards are adhered to. The following steps 
have been considered to ensure that each participant 's rights and wellbeing are secured 
and that no one has been abused or injured in any way during the research process. 
Ethics is commonly seen as dealing with views about what is right or wrong, proper, or 
improper, good, or bad (Du Plooy, 2014:53).  
 
 The study adhered to the ethical considerations as specified in the Code of 
Academic and Research Ethics Document of the University of Johannesburg. The 
researcher’s conduct was guided by the research ethical values as well as 
sensitivity to the cultural context in which the research takes place.  
 The researcher has obtained organisational permission from SAICA and 
individual consent from SAICA members and the various journalists to collect data 
for the study. The researcher has obtained informed consent from every 
participant before data collection and has ensured that they are fully informed 
about the goals of the study. 
 The semi-structured interviews were conducted through virtual means of 
communication such as Zoom, MS Meetings, and telephonic. The researcher has 
obtained consent to record the interviews, and notes were taken during each 
interview. 
 Although the researcher is an employee of SAICA, the researcher has played a 
non-partisan and objective role when collecting, analysing, and interpreting the 
data.  
 The researcher was always open and honest with the respondents and they were 
not misled during the study. 
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 Information obtained from the respondent will remain confidential. Confidentiality 
relates to the safe management of the information surrounding the respondents. 
Respondents were told that their identities and the identities of their employers 
are treated with the strictest trust. This element involves the presumption of 
confidence in which the researcher has ensured the participants that their 
confidence will not be abused by deceiving or betraying them on the study path 
or its reported results for personal gain or profit.  
 Collecting of data has been anonymous and confidential. The researcher has not 
linked any names or identity to the study’s findings. Recording have been stored 
in a password protected computer, which only the researcher has access to. 
 The researcher ensures that careful attention is paid to accuracy during the 
dissemination of results, and there is no prejudice about any opinion. Research 
results will be made available to all participants.  
 
3.9. Trustworthiness 
It is necessary for the researcher to address how the study has identified that the results 
are credible, transferable, confirmable, and dependable in qualitative research. 
Trustworthiness in qualitative research is all about establishing these four things (Du 
Plooy-Cilliers, Davis, and Bezuidenhout, 2014:258). 
The researcher took a further step to calibrate the level of understanding and knowledge 
of the study procedure to increase the credibility of the data obtained and the subsequent 
results. To optimize the overall procedure using the interview protocol, time-
management and the overall operation of the interviews, the researcher conducted pilot 
interviews with a SAICA member and a journalist. Focus and flexibility during the 
interviews were also allowed by the semi-structured interview protocol. Several prompts 
were included in the interview protocol that allowed the expansion of responses and the 
ability to request more information, if necessary. Moreover, to enhance credibility, the 
researcher also conducted various peer examination/debriefing sessions with SAICA 
members and journalists. Throughout the report, at different stages, they were asked to 
reflect and express their views on the logical analysis framework, the key concepts found 
during the first analysis stage and, finally, the entire set of results. 
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Transferability was aided using purposive sampling as it encouraged an in-depth 
understanding of the topic. Content analysis and coding also ensured that the study’s 
findings are transferrable to other studies (Anney, 2014:277). 
Confirmability refers to the degree to which other researchers may validate the results 
of the analysis (Anney, 2014:277).  It is concerned with ensuring that the findings' data 
and interpretations are not figments of the imagination of the researcher but are clearly 
derived from the data. Confirmability of the study’s findings was established by the 
researcher’s literature study to discover content within similar contexts to confirm the 
research findings. 
Dependability of the study’s findings was ensured through the code-recode procedure 
of the data throughout the analysis phase of the study. After coding a section of the data, 
the researcher waited for almost two weeks and then returned and recode the same data 
and evaluate the results (Anney, 2014:278). The researcher started the data collection 
process by reading through the secondary data on the SAICA Governance website, 
which was followed by semi structured virtual interviews. After that, data collected from 
interviews was transcribed. The researcher then embarked on a reading process of the 
transcribed material as well as second reading of the secondary data. During the reading 
of the data, themes emerged. The researcher ordered the various responses from 
participants as well as secondary data to various themes. The recoding of the themes 
saw the researcher discard certain themes that were not relevant to strategic 
communication and other new themes were identified instead. After some time, the 
researcher looked at the theme content and reconsidered other data and recoding the 
data thematically. There were themes that emerged from responses from SAICA 
members, and there were themes that emerged from journalists.  
3.10. Conclusion 
This chapter dealt with the research design that had been followed in this study, 
addressing the population, sampling procedure, data collection instrument and data 
collection procedure. Measures were adhered to ensure trustworthiness of the research 
results. Ethical concerns which could have impacted on the survey were attended to.  
The following chapter presents the findings and interpretations of the data obtained from 
conducting 10 individual interviews with SAICA members and journalists.  
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This chapter presents the research findings and interpretation of the data obtained when 
assessing the strategies implemented by SAICA to manage the reputation of the 
chartered accountancy profession. The data has been obtained through individual 
interviews with participants. The chapter starts by briefly explaining how the researcher 
came up with the themes and sub-themes. This is followed by presenting the background 
information of participants. Demographic information provides data on research 
participants and is important for showing whether the individuals are a representative 
sample of the target population in a specific study. Moreover, the chapter also 
demonstrates how each theme is relevant to the research question and the data as well 
as the presentation and interpretation of the data.  For ease of reference and logic, the 
findings are presented using illustrations of how the participants’ responses were 
categorised under different sub-themes, finally reducing the sub-themes to themes, and 
linking them with the research questions.  
 
The findings were analysed using thematic analysis of the transcribed material from the 
in-depth interviews. This process was conducted to assist the researcher to identify 
recurring themes or patterns to determine the importance and relevance of information. 
Braun & Clarke (2006:77) define thematic analysis as the method used to identify, 
analyse, organise, describe, and report on themes found within a data set. By this 
method, the researcher identified common themes which were considered against 
literature presented in chapter 2 to answer the research questions. The findings were 
interpreted using the literature review and the researcher’s knowledge. Six phases of 
thematic analysis have been followed in the study as discussed in detail in chapter 3. 
These phases are familiarising with the data, generating initial codes, searching for 
themes, reviewing themes, defining, and naming themes, and producing the report 
(Braun & Clarke, 2006:78). For this chapter, the researcher briefly explains how each of 
the steps have been followed to analyse and present the data.  
 
In the first phase, the researcher familiarised himself with the context of SAICA and the 
data. In the second phase, the researcher focused on generating initial codes about the 
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reputation management process, which resulted in the creation of various major themes 
and sub-themes. In the third phase, the researcher searched for and identified themes 
and analysed the generated codes which the researcher linked with one another, 
depending on how they related to each other. In the next phase, the researcher reviewed 
the themes generated, framing, and selecting the relevant ones and discarding those 
which did not have adequate data with regards to the research questions. The fifth phase 
involved the process of naming and defining the themes, taking into consideration Braun 
and Clarke’s (2006) view that names and labels for themes must be brief and should 
clearly explicate what each theme is about. The final phase involved the process of 
presenting the themes in a brief, comprehensive and coherent style.  
 
The research questions which guided the study are: 
 
 What strategies were employed by SAICA from July 2017 – December 2019 to 
manage the reputation of the chartered accountancy profession? 
 How was crisis communication conducted by SAICA during crises involving 
chartered accountants between July 2017 and December 2019? 
 What are the perceptions of SAICA stakeholders about the effectiveness of the 
reputation management strategies implemented by SAICA? 
 
4.2. Demographic results 
 
A total of 10 participants took part in the study. From the 10 participants, there were five 
SAICA members occupying senior positions in their place of employment which 
represents an internal SAICA stakeholder group; as well as five journalists, which 
represents an external stakeholder group, who have written about SAICA and the 
chartered accountancy profession since July 2017. The specific questions that were on 
the research instrument and interview schedule are included in the appendices.  
  
For coding purposes in the semi-structured virtual interviews, participants were named 
Participant 1 to 10 (i.e. P1 to P10). Table 4.1 provides participant details particularly 




Participant Gender Role 
   
P1 Male CEO, SAICA member operating in Public 
Sector/Audit & Assurance as well as Governance 
P2 Female CEO, SAICA member operating in Audit & 
Assurance, Tax 
P3 Female Executive, SAICA member operating Audit & 
Assurance, and Public Sector 
P4 Male CEO, SAICA member operating in Audit & Assurance 
P5 Male CEO, SAICA member operating his own businesses  
P6 Male Business and financial journalist for print and online 
Media 
P7 Female Financial journalist for online media 
P8 Female Financial reporter for radio, and online media 
P9 Female Journalist for radio, print and online media 
P10 Female Business journalist for print and online media 
Table 4.1: Biographical, demographic and statistical data of participants   
 
4.3. Theme 1: Awareness of SAICA initiatives   
 
Researcher assumptions were to find out whether under this question participant were 
aware of the strategies implemented by SAICA to manage the reputation of the chartered 
accountancy profession from July 2017 to December 2019. Under this theme, responses 
demonstrated participants’ knowledge and awareness of the steps taken by SAICA to 
manage the reputation of the chartered accountancy profession from July 2017 to 
December 2019. Although the process of reputation management is on-going, for the 
purposes of the study, the period in question is from July 2017 to December 2019. Table 
4.1 below shows how the themes emerged from the research question. Operational 









What strategies were employed by SAICA from July 2017 – December 2019 to 
manage the reputation of the chartered accountancy profession? 
Theme 1 




Variety of platforms Holding members 
accountable  
Operational definition 
Refers to one of the 
initiatives taken by SAICA 
frequently communicate 
with its stakeholders 
regarding management of 
the reputation of the 
chartered accountancy 
profession.  
Refers to the provision of 
platforms created by 
SAICA to discuss issues 
affecting the profession. 
Refers to a stance taken 
by SAICA to hold 
members accountable for 
transgressing the SAICA 
Code. 
Examples from the dataset 
Yes. SAICA is 
communicating more 
frequently on its actions to 
hold its members 
accountable – P3, female 
SAICA member, 
Executive. 
SAICA created a lot of 
platforms to talk about the 
crisis – so there were 
workshops – P4, male 
SAICA member, CEO 
It was through disciplining 
errant members, and 
communicating such 
actions to the public” – 
P10, a female business 
journalist for print and 
online media 
Table 4.1: development of theme 1 in relation to research questions and data set.  
 
4.3.1. Frequency of communication 
 
The below section provides responses from participants and interprets the data. In this 
sub-theme, it has been observed that one of the initiatives identified by participants was 





“SAICA did communicate about its activities…” - P1, male SAICA member, CEO. 
 
“We get emails around the progress that SAICA is making in dealing with the crisis facing 
the profession” – P2, female SAICA member, CEO.  
 
“Yes. SAICA is communicating more frequently on its actions to hold its members 
accountable” – P3, female SAICA member, Executive. 
 
Crisis are almost impossible to avoid for an organisation. When a crisis hits, an 
organisation needs to frequently communicate with its various publics – both internal 
and external stakeholders. The dataset demonstrates that one of the steps taken by 
SAICA to manage the reputation of the chartered accountancy profession was to 
frequently communicate with its various stakeholders.  
 
Frequent communication decreases anxiety and confusion and ensures that the 
message has been received by internal stakeholders. Although leaders may be tired of 
repeating key messages, it is important to note that these messages need to be heard 
many times by internal stakeholders. Different individuals may need to hear messages 
across various channels and in different ways, for example, member emails, roadshows, 
seminars & event, social media, etc. 
 
Leaders need to remember to find the positive things an organisation has done in the 
past and is currently doing and highlight them at a time when so many individuals are 
experiencing bad news and negative outcomes largely not of their own doing. Likewise, 
by reminding individuals of occasions when they faced obstacles in the past and the 
organisation came out on top, they will mitigate for bad news. How corporate leaders 
engage will make or break the commitment of internal stakeholders to their 
organisations. 
 
4.3.2. Variety of platforms 
 
Variety of platforms has been observed as one the sub-themes that has emerged from 
the responses. In this sub-theme, participants indicate that SAICA that there was a 
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provision of various platforms to discuss issues affecting the profession. The dataset is 
presented below: 
 
“SAICA created a lot of platforms to talk about the crisis – so there were 
workshops” – P4, a male SAICA member, CEO.  
“I remember in August 2017 SAICA hosted a press conference, and as the 
media we could ask questions” – P6, a male business and financial journalist, 
print and online media.  
“I have attended a couple of press briefing that SAICA has had” – P8, a female 
journalist, online media, and radio.  
A crisis affects a variety of stakeholders. When a crisis hits an organisation, various 
stakeholder groups seek for information about the crisis. The dataset demonstrates that 
there was a provision of various platforms created by SAICA to make information 
accessible to a wider public. As P6 and P8 states, SAICA hosted various media briefings 
to discuss issues affecting the profession and be able to answer questions from the 
media. This enabled the public to have access to SAICA and the information that they 
needed regarding the profession. The posture taken by P6 and P8 is further supported 
by P4 when he states that additional platforms that were created by SAICA to talk about 
the crisis also includes workshops such as the annual courageous conversations, among 
others.  
 
For an organisation to effectively engage with its various stakeholder groups, it must 
know its stakeholders. This refers to stakeholder analysis and mapping to know all the 
level of stakeholders and which platform can best reach them. For example, to reach the 
general publics, an organisation may consider media engagements such as media 
releases, TV, and radio interviews, etc. On the other hand, if an organisation wants to 
reach its internal stakeholders, a different platform may be created by an organisation to 







4.3.3. Holding members accountable 
 
In this sub-theme, it has been observed that one of the initiatives identified by 
participants was holding members accountable for contravened the SAICA Code of 
Professional Conduct (The Code). The dataset is presented below: 
 “I think their way of addressing the challenges was to try and hold those 
involved in allegations of misconduct to account by means of holding, 
instituting disciplinary charges and going ahead with hearings” – P7, female 
financial journalist, online media.  
“Taking steps and suspending memberships of Anoj Singh and Markus 
Jooste…” – P8, a female journalist, online media, and radio.  
 “It was through disciplining errant members and communicating such actions 
to the public” – P10, a female business journalist for print and online media.  
Crisis situations are different, and every crisis requires a unique set of initiatives to 
respond to it. The crisis type affecting the chartered accountancy profession is a 
reputational crisis, and one of the steps that SAICA is expected to do in order to manage 
the reputation of the profession is by holding its members accountable for transgressing 
The Code. Participants’ responses demonstrate that one of the steps taken by SAICA to 
manage the reputation of the chartered accountancy profession was by means of 
instituting disciplinary hearings. Such actions send a message SAICA stakeholder 
groups that the Institute prides itself in high ethical standards, and should one its 
members act unethically, SAICA will hold such a member accountable.  
4.4. Theme 2: Communication processes   
 
During a crisis, an organisation implements various communication processes to 
manage its reputation. The components that are observed from the data includes the 
communicator, message, channels, audience, as well as the feedback. Table 4.2 below 
shows how communication processes as a theme and its related sub-themes links with 
the research question. Moreover, the researcher also provides operational definitions of 





How was crisis communication conducted by SAICA during crises involving 
chartered accountants between July 2017 and December 2019? 
Theme 2 




Mass communication The message content 
Operational definitions  
This refers to SAICA’s use 
of interpersonal 
communication methods 
as a communication tool to 
reach out to its 
stakeholders.  
This refers to SAICA’s use 
of mass media platforms to 
communicate reputation 
management related efforts 
to its stakeholders. 
 
This refers to the 
communication content 
from SAICA to manage 
the reputation of the 
chartered accountancy 
profession. 
Examples from the dataset 
We get emails around the 
progress that SAICA is 
making in dealing with the 
crisis facing the profession 
– P2, a female SAICA 
member and a CEO.  
SAICA has always been 
updating us with press 
releases – P6, a male 
business and financial 
journalist for print and online 
media. 
  
The communication was 
more about “it’s only a 
few CAs(SA)”, but every 
new scandal shows it’s 
just not just a few of 
them – it’s becoming an 
inherent problem in the 
profession – P1, a male 
SAICA member, CEO.   
 
Table 4.2: development of theme 2 in relation to research questions and data set.  
 
4.4.1. Sub-theme 1: Interpersonal communication 
 
Participants’ responses show that one of the communication processes implemented by 




“…there was communication that was happening, mostly through emails” – P1, 
a male SAICA member, CEO.  
“We get emails around the progress that SAICA is making in dealing with the 
crisis facing the profession” – P2, a female SAICA member, CEO. 
“We received updates through emails” – P3, a female SAICA member, 
Executive.  
There are various channels of communication that organisations employ to disseminate 
messages during a crisis. Interpersonal communication is one of those channels. 
Internal communication is a foundation and most effective of all communication 
processes due to its interactive nature. Interpersonal communication is all about sharing 
ideas and feelings between people using verbal and non-verbal signals. Interpersonal 
communication and the ability to communicate with others are not only vital to an 
individual, but they are at the heart of an organization's success. It makes operations 
more productive and collaboration not only possible, but much simpler when 
interpersonal communication is productive in the organisation. 
 
As a channel, interpersonal communication disseminates messages from SAICA to its 
internal stakeholders in a personalised format. Without efficient interpersonal 
communication, reputation management cannot happen. Without interpersonal 
communication, all reputation management techniques that use communication to 
defuse hostile interactions in stressful environments are not possible. Reputational crisis 
situations are normal on any organisations, and when crisis arises, interpersonal 
communication can come to the rescue. With interpersonal communication skills, 
SAICA and its stakeholder groups will be able to harness their ability to communicate 
with each other to arrive at an amicable resolution to the crisis. What leaders do or say 
during a crisis, is an answer to the crisis.  
 
4.4.2. Sub-theme 2: Mass communication  
 
Mass communication has emerged as one of channels of communication employed by 





“SAICA has always been updating us with press releases” – P6, male, 
business, and financial journalist, print and online media. 
“SAICA would send us pieces that are analysis on whatever is happening in the state of 
affairs of the country” – P7, female financial journalist, online media. 
“SAICA would send press releases to remind us of whatever is coming up…” - 
P8, female journalist, online media, and radio.  
“The communication from SAICA was mostly through press releases” – P10, 
female business journalist, print and online media.  
Sub-theme 4.4.1 discussed interpersonal communication as means for SAICA to reach 
out to its internal stakeholders. During a crisis, it is not only internal stakeholders that 
need information – external stakeholders also needs to be kept up to date. Mass 
communication is one of the means an organisation can reach its external stakeholders.  
 
Common communication channels in mass communication include television, radio, 
social media, and print media. Examples of mass communication include advertising, 
public relations, and journalism. Mass communication is what Wæraas & Byrkjeflot 
(2012:190) refer to as secondary communication tools. Mass communication is used to 
transmit SAICA’s unique mix of visual identifiers such as logos, symbols, and brands 
that have been transformed into cues representing an organisation’s identity (Abratt & 
Kleyn, 2012:1053). The point in which an organisation’s identity is consumed by external 
stakeholders is known as the identity/image interface, and as information passes through 
this interface, a corporate reputation in formed.  
 
To tell their side of the story, the responses from participants have indicated that SAICA 
uses press releases to disseminate information to the media, and in essence, the public. 
As P7 states, SAICA would normally keep the media updated about issues relating to 
the profession through media releases. Press releases normally disseminate 
information, as well as assist in the establishment of a narrative on the events, and the 
involvement of the organisation. It is an important tool to establish the SAICA side of the 
story. Research by Taylor and Perry (2005:212) has demonstrated that press releases 
are the most favoured tactic for informing the media and the public about a crisis.  
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Moreover, press releases also enable the media to respond with follow up questions to 
get clarity on issues or request for additional information.  
 
4.4.3. Sub-theme 3: Message content  
 
The type of information disseminated during a crisis is crucial. This sub-theme looks at 
the content of the communication from SAICA to respond to the challenges facing the 
chartered accountancy profession. There are both negative criticism, and positives from 
the views garnered from participants. The responses are presented below: 
 
“The communication was more about “it’s only a few CAs(SA)”, but every new scandal 
shows it’s just not just a few of them – it’s becoming an inherent problem in the 
profession” – P1, a male SAICA member, CEO 
 
“SAICA is identifying the key aspects that gives the chartered accountancy profession 
its status/reputation” – P3, a female SAICA member, Executive.  
 
“I do think there is an element of taking the blame, shouldering the blame, being 
accountable” – P8, a female journalist for online media and radio. 
 
“I think SAICA’s communication was evasive, didn’t really deal with the matter at hand” 
– P9, a female freelance journalist for online media and radio. 
 
“…but the focus on the communication was more disproving than appreciating and 
opening a discussion about issues” – P10, a female business journalist for print and 
online media. 
 
There is a variety of views from the participants when it comes the content of the 
communication disseminated by SAICA to manage the reputation of the chartered 
accountancy profession. Extant literature has shown that there are various strategies an 
organisation can employ to respond to a crisis. However, there is no ideal list or 
universally accepted tactics, but the SCCT helps produce a list of helpful crisis reaction 
techniques used to reduce reputational risk. SCCT call for a conceptual link between 
crisis scenarios and crisis response strategies, acceptance of responsibility provides that 
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conceptual link in SCCT (Coombs, 2007a:170). Responsibility implies accountability and 
the organisation must answer for its behaviour in a crisis. As P8 puts it, SAICA as the 
manager of the chartered accountancy profession is being accountable and taking the 
blame for the transgressions of chartered accountants and is seen as the organisation 
responsible for answering.  
 
The response strategies are divided into three categories, all of which fulfil different 
functions and must be considered for effective response. These are information 
instruction, information adjustment, and reputation building strategies (Coombs, 
2015:142). These have been discussed in detail in chapter 2, but for the purposes of the 
study – the reputation building strategies are relevant in these findings. Coombs 
(2007a:170) divided strategies for reputation building into three main strategies, which 
are: deny, diminish, rebuild and one supplementary strategy which is 
reinforce/bolstering.  
 
The participants demonstrate that there are a variety of strategies employed by SAICA. 
This is not surprising considering that the study is looking at the strategies which have 
been employed from July 2017 to December 2019. The challenges facing the chartered 
accountancy profession have been on-going for some time, and the strategies may have 
varied depending on the crisis. As P1 and P10 observes, SAICA used the diminish 
strategy to respond to the crisis. Further analysis of P1 and P10’s responses indicates 
that the diminish strategy used by SAICA is justification. Moreover, response from P3 
suggests that, in its crisis communication, SAICA also employed the reinforce/bolstering 
strategy. This reminder and ingratiation response strategy was used to remind 
stakeholders of the profession’s previous good work and what is stands for – which is 
ethical leadership. Response from P8 indicate that SAICA also used the rebuild crisis 
response strategy where SAICA took responsibility of the crisis facing the profession. 
SCCT offers a strong structure for determining how communication methods interrelate 
with accountability attributions and thus offers practical assistance in selecting the most 






4.5. Theme 3: Effectiveness of the reputation management processes 
 
This theme relates to the effectiveness of the processes implemented by SAICA to 
manage the reputation of the chartered accountancy profession. Table 4.3 below 
demonstrates how the emergent theme “effectiveness of the processes” and its related 
sub-themes is linked to the research question. For ease of reference, operational 
definitions of each sub-theme have been provided as well as participants’ responses 
from to show how the research question, emergent theme and sub-themes are relevant. 
 
Research question 
What are the perceptions of SAICA stakeholders about the effectiveness of the 
reputation management strategies implemented by SAICA? 
Theme 3 




Transparency in communication Corrective measures towards 
improper conduct 
Refers to whether 
stakeholders 
perceived SAICA to 
have been quick to 
respond to the 
challenges facing 
the profession.  
Refers to whether stakeholders 




Refers to whether stakeholders 
perceived SAICA to have 
acted against improper 
conduct of its members. 
The first thing in 
managing a 
reputation is upfront 
communication - P6, 
a male business and 
financial journalist 
for print & online 
media. 
Many of these things are 
sensitive and there are legal 
issues involved, but I think there 
could have been a little more 
about what was happening and 
how the organisation was 
reacting to this - P6, a male 
business and financial journalist 
for print & online media. 
…the least SAICA could have 
done is to say the person’s 
membership is now suspended 
pending investigations, when 
the prosecutorial bodies come 
back to us and give us 
feedback on the investigations, 
we’ll consider the outcome but 
immediately we’ll suspend – 
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P4, a male SAICA member, 
EO. 
Table 4.3: development of theme 3 in relation to research questions and data set.  
 
4.5.1. Sub-theme 1: Immediacy of communication 
 
The below provide responses from participants as well as interpretation of the data. In 
this sub-theme, up-front communication during a crisis is discussed. The dataset shows 
whether stakeholders perceived SAICA to have been quick to respond to the challenges 
facing the profession. There are various issues arising from the responses garnered – 
participants viewed immediacy of communication both negatively and positively. Views 
vary from on-going communication, reactive communication, delayed communication, 
access to communication, and no communication. The responses are presented below: 
 “At least there was communication that was happening they didn’t keep quiet” 
– P1, a male SAICA member, CEO. 
“I think the communication from SAICA was more about making members feel 
that SAICA is doing something about the challenges that are faced by the 
profession” – P2, a female SAICA member, CEO. 
“The communication with the members about the crisis initially was delayed” – 
P3, a female SAICA member, Executive.  
“SAICA I think was quiet, it was waiting. If you are silent about the crisis, the 
media, staff, or clients will fill that void with their own opinions” – P4, a male 
SAICA member, CEO.  
“When there’s crisis, people expect very quick response” – P5, a male SAICA 
member, CEO. 
“I remember in August 2017 SAICA hosted a press conference, and as the 
media we could ask questions. There was access to SAICA which I think was 
very important because that is what you need when dealing with a crisis” – P6, 
a male business and financial journalist for print and online media. 
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“SAICA did not allow itself to drive the issues that were involved. They did not 
appear to be in charge as driving the conversation around with the allegation 
of certain individuals” – P7, a female financial journalist for online media. 
“…there is also an element of accessibility which is great especially when we 
need something” – P8, a female journalist for online media and radio.  
“SAICA’s communication with media was very efficient, and very flexible. 
There was never a problem to get information out of SAICA” – P9, a female 
freelance financial journalist for online media and radio.  
“Although SAICA engaged with the media, I think its communication was 
reactionary at first or slow” – P10, a female business journalist for print and 
online media. 
Immediacy of communication in times of crisis is important to manage a reputation. An 
organisation is expected to provide quick, and accurate information about a crisis. There 
are a variety of views solicited from participants.  From P1, P2, P6, P8 and P9 – it is 
evident that SAICA was quick to respond to the crisis facing the chartered accountancy 
profession. P6 states that SAICA hosted a press conference in August 2017 where the 
media could ask questions. However, P3, P4, P5, P7, and P10 are criticising how SAICA 
communicating initially. While P3, P4, P5, and P7 argue that SAICA’s initial 
communication was delayed, P10 is of the view that SAICA did not allow itself to drive 
the conversation around the profession.  
 
Crisis is a danger to the reputation of an organisation and can harm that reputation. Such 
reputational harm can influence how stakeholders communicate with an organisation 
like SAICA. When a crisis occurs, an organisation, in this instance, SAICA, should first 
interact to safeguard its audiences physically and psychologically (Coombs, 2007a:163). 
If an organisation fails to provide quick and accurate responses at the onset of a crisis, 
the media may seek alternative sources of information to fill the news gap as indicated 
by P4. This can be harmful because it generates the impression that the situation is not 
managed by an organisation (Holladay, 2010:162), as mentioned by P7 that SAICA was 
reactionary and didn’t appear to be in control of the situation or leading the conversation. 
If SAICA seems to have no information, journalists may turn to unverified sources to 
gather knowledge and opinions about stories. Deephouse (2000:1096) contends that in 
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most instances, any ordinary citizens may have direct knowledge and views of an event 
or topic that journalists collect for newspapers. These reports may then influence those 
members of the community without direct knowledge or firmly held beliefs. However, 
responses from P6, P8 and P9 do suggest that SAICA is aware of this and had made 
itself available to respond to media queries and provide quick and accurate responses. 
Moreover, a review of secondary data indicates that SAICA did communicate up-front 
with its stakeholders.  
 
4.5.2. Sub-theme 2: Transparency in communication  
 
During times of crisis, communication transparency is of paramount importance. 
Responses from participants indicate that there two varying views – some participants 
view SAICA as being transparent, while others criticise the Institute for lack of 
transparency when communicating with both internal and external stakeholders. The 
responses are presented below:  
“…that is also a limitation because of the disciplinary processes because 
SAICA would say we can’t talk about the matter while it’s under investigation. 
That is a disadvantage because if you don’t say much, people will assume 
what you are saying, they will fill the gaps themselves” – P1, a male SAICA 
member, CEO. 
“SAICA’s response to challenges facing the chartered accountancy profession 
initially was that they could not comment on the matter as the investigations 
were still being done by other bodies” – P3, a female SAICA member, 
Executive.  
“…there was a lot of we are stuck with our current constitution and it doesn’t 
allow us to do this and that, and I think people were saying that frankly just 
doesn’t make sense” – P4, a male SAICA member, CEO. 
“You are not popular when you say you want to follow a process of dealing 
with members, disciplinary hearing, etc. From that side I feel sorry for SAICA, I 
understand they must go through a process, and I understand why society is 
not interested in their process” – P5, a male SAICA member, CEO.  
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“… Many of these things are sensitive and there are legal issues involved, but I 
think there could have been a little more about what was happening and how 
the organisation was reacting to this” - P6, a male business and financial 
journalist, print & online media. 
“The disciplinary hearings were held in a way that it was a matter between the 
accused member and SAICA. Us as the media are just here to observe. We 
are kept in the dark about the charges in-depth, all the detailed information 
was never revealed by SAICA. That does not bode well for transparency and 
acting in the public interest” – P7, a female financial journalist, online media.  
“The media is really the mouthpiece of South Africans but also that is the only 
way South Africans are going to get the information. Very few people can go to 
the SAICA website and read a report. So, involving the media and making your 
affairs accessible is very recommendable” – P8, a female journalist, online 
med and radio.  
“The way the information is communicated to the media, there’s a lot of 
legalese in the way the charge sheets are formulated. Never mind the 
legalese, anyone who’s not a chartered accountant and hasn’t studied the 
SAICA Code of Professional Conduct will not understand what are the charges 
that are being preferred against the accused member” – P9, a female 
freelance financial journalist, online media and radio.  
“I don’t recall receiving any charge sheet issued by SAICA on any individual 
just to tell the media, why are we here. Just to give us a picture of what are we 
dealing with. SAICA has kept those things like private and confidential which is 
really bad” – P10, a female business journalist, print and online media.  
Transparent communication gives the information that stakeholders need to understand 
what is going on at all times, avoids surprises, and creates expectations that are carried 
out. This requires information to be communicated in a language that is open and 
accessible to the public. When it comes to transparency, there is also a variety of views 
solicited from participants.  
Responses that have been garnered from P1, P3, P4, P5, and P6 highlighted the issue 
of disciplinary hearing and criticise SAICA that its way of communicating disciplinary 
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matters hinders transparency. These participants indicate that SAICA could not 
comment on many of the disciplinary matters and criticise the institute that it is hiding 
behind legal matters and using it as an excuse. There is a perception that the way in 
which SAICA communicated its disciplinary related matters seemed like SAICA is 
protecting the profession instead of hanging the few members alleged of contravening 
The Code to dry. A review of secondary data indicates that SAICA justifies this by stating 
that once a charge has been preferred against a particular member, SAICA cannot 
comment on such to avoid hindering the administration of justice. This has also been 
seen criminal matters where the National Prosecuting Authority indicated in many 
instances that it could not comment on an on-going case. Although the criticism is 
warranted, P5 is of the view that whatever step SAICA takes it must make sure that it 
doesn’t have dire consequences for the Institute and does not discriminate against a 
member.  
Other participants - P7, P8, P9, P10 also shared their views when it comes to 
transparency. They criticise SAICA on its way of communicating charge sheets, citing 
that anyone who is not a chartered accountant or is not familiar with the SAICA Code of 
Professional Conduct will not be able to comprehend what a particular member is 
charged with. P7 further indicate that she must rely on third parties to be able to 
understand what the charge sheet is about. As already mentioned in 4.5.1, If SAICA 
does not provide information, journalists can turn to unverified sources to gather 
knowledge and opinions for reporting. As noted by Deephouse (2000:1096), Some 
ordinary citizens may have direct knowledge and views of disciplinary SAICA matters 
gathered for newspapers by reporters. These reports may then influence those members 
of the community without direct knowledge or firmly held beliefs. 
 
4.5.3. Sub-theme 3: Corrective measures towards improper conduct  
 
Corrective measures are one of the issues highlighted by IRT as discussed in chapter 
2. It is one of the steps an organisation can take in its efforts to counter reputational 
threat (Blaney et al., 2002:380).  Responses from participants indicate that one of the 
steps taken by SAICA to manage the reputation of the profession is by initiating 
disciplinary hearings against members who are alleged to have contravened the SAICA 
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Code of Professional Conduct. The responses indicate a variety of views from 
participants – both negative and positive. The responses are presented below:  
“SAICA’s response to the auditing aspect of the profession has not been good 
because there’s a clash between SAICA and IRBA. There are people who 
expect SAICA to be the one dealing with the auditors, but then SAICA says it 
is IRBA who has to deal with external auditors” – P1, a male SAICA member, 
CEO.  
“The disciplinary matters against delinquent members has started in instilling 
trust to the public that SAICA is holding its members accountable; encouraged 
members as SAICA is now rebuilding its brand” – P3, a female SAICA 
member, Executive.  
“If we’ve got clear evidence of people who have committed a fraud/corruption 
which is well reported in the media, the least SAICA could have done is to say 
the person’s membership is now suspended pending investigations, when the 
prosecutorial bodies come back to us and give us feedback on the 
investigations, we’ll consider the outcome but immediately we’ll suspend” – P4, 
a male SAICA member, CEO. 
“…the issue of suspending members alleged of wrongdoing. It doesn’t take a 
lot of time for you to receive the allegation, receive the one side of the story, 
receive the other side of the story – and say based on what we know now, 
pending a hearing we are suspending this certain member. You do not have to 
take two years to do that because justice delayed is justice denied. By the time 
you suspend the member in three years’ time, no one cares. My feeling of 
SAICA is that it took too long” – P5, a male SAICA member, CEO. 
“From where I sit, SAICA looked unwilling to deal with the members that have 
affected the reputation of the profession. I found that quite strange because 
given its outstanding reputation, and given that this people were just a small 
tiny fraction of the total membership of chartered accountants which run 
companies and business around the world – it was a bit disconcerting that the 
organisation didn’t want to move quickly to deal with the people that has 
brought the profession into disrepute” – P6, a male business and financial 
journalist, print and online media.  
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“So, I think, the systems that are in place at SAICA work that people must be 
called to account” – P8, a female journalist. online media and radio.  
“I think SAICA should have set up much clearer timelines or explanations for 
how and why it is taking so long to deal with errant members. I think they need 
to take clear and accountable steps, and show clearly that these are the errant 
accountants – these ones are being disciplined by IRBA, these one we have 
processes underway; these ones have been removed as SAICA members” – 
P9, a female freelance journalist, online media and radio.  
“By the time Anoj Singh was stripped of his membership, everyone had 
already forgotten about him. The processes just took too long to actually be 
effective” – P10. A female business journalist, print and online media. 
There is an expectation from stakeholders that SAICA should discipline members 
alleged to have contravened The Code. Browsing through media reports, it is evident 
that one of the steps the public expect from SAICA is to remove errant members from 
its membership base. However, as with any other legal process – such steps do take 
time.  
 
There are various views solicited from the participants. P4 and P5 are of the view that 
SAICA should have suspended members when there is a compelling case of 
wrongdoing, pending investigations and disciplinary hearing. This step, they argue, 
could have demonstrated that the Institute does not tolerate such behaviour from its 
members. The argument is further supported by P6 when he states that SAICA looked 
unwilling to discipline members that have played a bigger role in tarnishing the reputation 
of the profession. P5 and P10 also mention that the processes just took too long to have 
a desired effect. P1 adds that the turf wars between IRBA and SAICA that has played 
itself out in the public in late 2017 has also not helped the cause. P9 is of the view that 
there must be clear and accountable steps taken and show who is being disciplined by 
SAICA and which ones are disciplined by IRBA. A review of secondary data indicates 
that, until recently, SAICA’s constitution did not allow the Institute to suspend members 
pending disciplinary hearing, as well as why disciplinary processes take long, and its 




Extant literature show that it is the role of an organisation’s leadership/executive 
management to ensure that internal stakeholders (staff and members of SAICA) 
understand that their actions influence other stakeholder groups’ perceptions and 
evaluations of SAICA and the chartered accountancy profession, which ultimately 
contributes to the determination of its overall reputation. Taking corrective measures 
against improper conduct demonstrate to internal stakeholders that such conduct is not 
tolerated.  
 
As already highlighted that there is a certain expectation from various stakeholders that 
SAICA should hold to account its members alleged of transgressing The Code. This 
expectation arises from how SAICA has over the years positioned its members as 
“ethical leaders” through its use of strategic communication.  
 
4.6. Conclusion  
 
This chapter presented the data gleaned from the individual virtual interviews with SAICA 
members and journalists about their knowledge of the steps taken by SAICA to manage 
the reputation of the chartered accountancy profession; how crisis communication was 
conducted; and their perceptions on strategies implemented by SAICA to manage the 
reputation of the chartered accountancy profession since July 2017 – December 2019. 
Three broad themes relevant to strategic communication emerged from the data, and 
they were discussed in relation to the research questions of the study.  
 
The next chapter will contain a conclusion as well as recommendations of the study. The 












CHAPTER 5: CONCLUSION AND RECOMMENDATIONS 
 
5.1. Introduction  
 
This chapter concludes the study. The below sections discuss the strategies that were 
implemented by SAICA, their effectiveness in managing the reputation of the chartered 
accountancy profession as well as suggestions for organisations to manage their 
reputations and that of their associated brands – the discussion is based on the findings 
of the study. Through the findings and interpretation of data, it was established that 
participants are aware and have knowledge of the steps that have been taken by SAICA 
to manage the reputation of the chartered accountancy profession; they are familiar with 
how SAICA conducted its crisis communication; and their perceptions towards those 
strategies are that although SAICA has implemented various steps, some are of the view 
that the steps haven’t been adequate, while others are of the view that it is still too early 
to determine their effectiveness.  
 
5.2. Summary of key findings 
 
The aim of the study was to assess the strategies implemented by SAICA to manage 
the reputation of the chartered accountancy profession from July 2017 to December 
2019. To achieve this aim, three research questions and their related objectives were 
formulated. 
 
5.2.1. Strategies implemented by SAICA  
 
The first research objective was to assess whether the participants are aware and have 
knowledge of the strategies implemented by SAICA to manage the reputation of the 
chartered accountancy profession from July 2017 to December 2019. The data has 
shown that the participants are aware of what SAICA has done and have knowledge of 
the steps that were implemented by SAICA during the period of the study. Such 
strategies include regular member engagements, media engagements, press releases, 
media interviews, seminars on the state of the profession, changing of the SAICA Board, 
volunteering its members to participant as observes during the 2019 National Elections, 
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suspending members alleged of misconduct, terminating membership of members found 
guilty of contravening the Code, etc. 
 
To manage a reputation, there are various steps an organisation can take. As the 
findings have demonstrated, reputation management is an on-going process, should not 
be once off – whether there is a crisis or not, an organisation must continuously engage 
in a process of managing its reputation. From the data, it was evident that even though 
SAICA came up with strategies to manage the reputation of the profession, the 
researcher concludes that an organisation cannot manage its reputation, but it can 
however, navigate itself through a reputational crisis.  Navigating through a crisis plays 
an important role in the overall success of an organisation. For these steps taken by the 
organisation to have a desired effect and maintain the esteem of its stakeholders, the 
organisation’s publics must be aware of these steps taken. This implies that an 
organisation has known who its stakeholders are and engage in a process of 
communicating with those stakeholders using channels appropriate to that stakeholder 
group.  
 
5.2.2. Crisis communication channels and processes  
 
The second research objective was to examine how the reputational crisis 
communications was conducted by SAICA from July 2017 to December 2019. The 
communications processes highlighted by participants include interpersonal 
communication, mass communication, and the message content. Secondary data has 
also demonstrated that SAICA used social media, Governance website, seminars and 
events, roadshows, media engagements, etc. to help manage the reputation of the 
profession.  
 
Crisis communication processes play a crucial role in managing a reputation of an 
organisation and that of its associated brands. Choosing the right channels to reach your 
audience is important. For example, channels used to reach employees of an 
organisation will not be the same as channels used to reach the public.  
 
Mass communication, when dealing with stakeholder perceptions, is an effective means 
of communication. Mass media enables an organisation to reach a wide variety of its 
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stakeholder groups. It has been proven that majority of people depend on mass media 
for information, especially when there is a crisis. An organisation must try to have the 
media as its all during a crisis. This can only be achieved using proper media relations 
efforts.  
 
There are a variety of ways in which an organisation can use to reach out to the media 
and establish a good relationship. It can be through email engagements, coffee/lunch 
meetings, press releases, phone calls, WhatsApp conversations, social media, media 
briefing, etc. Creating good relations with the media can result in positive stories about 
the organisation being published. The media is a critical stakeholder in a crisis scenario 
for an organisation, or a competitor with reputation damaging powers depending on the 
reputation management of an organisation. Good media relations are essential during 
crisis. In an adverse context, media, as well as organisational platforms such as social 
media, are means of transmitting a favourable picture among different stakeholders.  
 
The media is independent and autonomous. Sending a press release does not 
necessarily imply that the media will publish it as it receives it. This can be a challenge 
to the organisation, and it is very important for an organisation to get its message across 
in a controlled and designed way during a crisis to prevent misrepresentation. As already 
mentioned, both internal and external stakeholders rely on the media as the main and 
most reliable source of information during a crisis, whether the information is positive or 
negative. How the issues are covered in the media has an impact on how an 
organisation’s stakeholders perceive an organisation. Such framing can become a 
danger to the reputation of an organisation if it differs from the point of view of an 
organisation. The organisation's media management plays an important role in assisting 
news media cover stories correctly and with minimal criticism of the organisation's role 
in a crisis. The main objective is to create media trust.  
 
5.2.3. Effectiveness of the strategies  
 
The last research objective explored the perceptions of participants towards the 
effectiveness of strategies implemented by SAICA to manage the reputation of the 




The findings indicate that, through its responses, participants are of the view that SAICA 
acknowledges that there is a problem in some sections of its membership and is taking 
steps to rectify it. By taking responsibility, findings show that SAICA is being accountable 
and answering for the behaviour or conduct of its members. Taking accountability is 
important for an organisation in crisis. This helps an organisation in a process of 
regaining esteem of its stakeholder groups and minimises the damage that can be 
inflicted by the crisis. For professional bodies, this implies that the conduct of their 
members has a direct implication on the reputation of the professional body. To navigate 
through a reputational crisis, a professional body should take corrective steps to deal 
with the conduct of its members and communicate such to its internal and external 
stakeholders in a transparent manner. The chartered accountancy profession has mostly 
been portrayed in a negative light by the media. The negative portrayal of the chartered 
accountancy profession has also influenced the reputation of SAICA. The news media 
and social media play a crucial role in disseminating SAICA and chartered accountancy 
profession related information to various stakeholders, and most stakeholders learn 
about a crisis from news reports and social media. Professional bodies have a double 
responsibility in terms of upholding the reputation of the profession as well as its 
corporate reputation. Hence how an organisation manages its reputation and that of its 
associated brands is of critical importance. What happens to one brand affects the 
others.  
 
Moreover, the findings also indicate that SAICA was too slow to respond to the crisis. 
Once reputation is damaged, it may also negatively influence how the public interacts 
with an organisation, which may lead to a decrease in positive word-of-mouth 
behaviours. When crisis hits, an organisation should communicate up-front with both 
internal and external stakeholders. If an organisation fails to provide quick and accurate 
responses at the onset of a crisis, the media may seek alternative sources of information 
to fill the news gaps. Immediacy of communication can be done through a variety of 
channels – these can be interpersonal or mass communication. To determine which 
channel will effectively reach identified stakeholders, an organisation should conduct 
stakeholder mapping in the crisis preparedness stage or in the strategy formulation of 




Unlike other forms of crisis, a reputational crisis is assessed is a series of events, and 
different stakeholders may be affected by different events. It is, however, important to 
note that reputation management is a process and its results may take some time to be 
noticed. Reputation management is a stakeholder-based concept, considering that a 
perception is an individualistic concept, it is difficult for an organisation to confidently say 
that now it has won over its stakeholders. The best thing an organisation can do to 
manage its reputation and that of its associated brands is navigating itself through a 
crisis – a concept the researcher refers to as navigating through a reputation crisis.  
 
5.3. Recommendations for practice 
 
 Strategies to manage a reputation of an organisation vary. Considering that 
there are various crisis types, organisations should employ strategies that are fit 
for purpose. The study has found that there is no one size fits all strategy. 
 In navigating through a reputational crisis, organisations should strive to 
maximise on the benefits offered by interpersonal communication. Although in 
this study, interpersonal communication is discussed in the context of engaging 
with internal stakeholders, it can also be used effectively for media relations. 
Such can ensure positive word of mouth and media reporting on a reputational 
crisis. 
 Implicated organisations should take charge and lead the conversation during a 
crisis. 
 Implicated organisations should strive to communicate up-front with various 
stakeholders using various platforms that are relevant to their stakeholders. The 
communication should always be quick, accurate and aim to rebuild the 
reputation of the organisation by giving an organisation’s side of the story; and 
 Reputation management is not absolute, organisations should strive to navigate 
themselves effectively during a reputational crisis. This can be achieved by 





5.4. Limitations and comments on further research 
 
 The study only investigated the perceptions of two stakeholders’ groups – one 
internal and the other external stakeholder.  SAICA has various stakeholders that 
may have been directly/indirectly affected by the challenges in the profession and 
who’s voice may have added value and a different view to the study. Future 
research can consider incorporated views from those stakeholders as well and 
perhaps this time utilise a mixed-method approach; and 
 The study only assessed the strategies implemented by SAICA to manage the 
reputation of the chartered accountancy profession. Future research can also 
include strategies that have been implemented by IRBA to manage the reputation 
of the audit side of the profession as well as what the Big 4 audit firms have done 
to manage their reputations. 
5.5. Summary 
 
The aim of the study was to assess the strategies implemented by SAICA to manage 
the reputation of the chartered accountancy profession from July 2017 to December 
2019. The study has achieved this aim by demonstrating the strategies that were 
implemented by SAICA, discussing their effectiveness as well as making suggestions 
on how organisations can manage their reputation in times of crisis. The researcher 
considered the perceptions of SAICA members and the media as well as the information 
published on the SAICA governance website. The findings have demonstrated that 
reputation management is not absolute. Literature in strategic communication refers to 
reputation management, but in fact reputation cannot be managed, an organisation can 
only navigate through a reputational crisis.  
 
The study has found even though SAICA came up with strategies to manage the 
reputation of the profession, it is early to tell whether the steps initiated by SAICA have 
been effective or not. Moreover, participants believe that more to be done to manage 
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APPENDIX C: INTERVIEW SCHEDULE – SAICA MEMBERS 
 
 
FACULTY OF HUMANITIES 
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Hello, my name is Kulani Irish Chauke, a Master of Arts in Strategic Communication (Coursework) 
student at University of Johannesburg. I invite you to participate in a research study about the 
strategies implemented by SAICA to manage the reputation of the chartered accountancy 
profession from July 2017 – December 2019. I am requesting you to participate in the study 
because I believe your insight will add value to the study.  
 
I need your permission to make an audio recording of the interview to ensure that the correct 
version of your interview is transcribed. Information obtained from you will remain confidential. 
The researcher can assure you that your name and the name of your employer(s) will be dealt 
with in the strictest confidence. Moreover, your trust will not be exploited for personal gain or 
benefit, by deceiving or betraying you in the research route or its published outcomes. All data 
from this study will be used for academic purposes and stored on a password-protected computer. 
Your participation is voluntary; you may inform me to stop at any time should you not wish to 
continue participating. Your right to privacy will be maintained at all times. You can contact my 
supervisor Professor Elizabeth Lubinga (elizabethl@uj.ac.za) and/or myself at 
kulanirish@gmail.com if you have any questions, concerns or need clarification. 
 
 
INFORMED CONSENT  
 
Your participation in this study indicates your consent to take part based on the following: 
 have understood what you will be doing for this study, 
 have had all your questions answered, 
 have understood that the interview will be recorded, and you have agreed and to take part 



























Does not identify as male or female  
 
In which of the following categories would you classify yourself? 
Audit/Assurance  
Financial Reporting  
Tax  
Public Sector  
Governance & Non-IFRS Reporting  






 How would you define corporate reputation?  
 How do you view SAICA's reputation currently? 
 What is your view of SAICA's reputation before July 2017? 
 Is there a difference between SAICA's reputation and that of the chartered accountancy 
profession? please explain.  
 If yes, what is your view of the chartered accountancy profession’s reputation before July 
2017?  
 How has the reputation of the chartered accountancy profession been portrayed since 




 In general, how can an organisation manage its reputation in times of crisis? Please 
provide examples. 
 How has SAICA managed the reputation of the chartered accountancy profession since 
July 2017? 
 Do you think those methods were effective? Please explain. 
 How can SAICA best manage the reputation of the chartered accountancy profession 




 How did SAICA communicate with its members about the reputational crisis since July 
2017?  
 How did the communication by SAICA address the challenges faced by the chartered 
accountancy profession? Please explain. 
 What was SAICA’s response to challenges facing the chartered accountancy profession 
since July 2017? 
 How could have SAICA best communicated to members, its response to challenges facing 






APPENDIX D: INTERVIEW SCHEDULE - MEDIA 
 
 
FACULTY OF HUMANITIES 
DEPARTMENT OF STRATEGIC 
COMMUNICATION 
 




Hello, my name is Kulani Irish Chauke, a Master of Arts in Strategic Communication (Coursework) 
student at University of Johannesburg. I invite you to participate in a research study about the 
strategies implemented by SAICA to manage the reputation of the chartered accountancy 
profession from July 2017 – December 2019. I am requesting you to participate in the study 
because I believe your insight will add value to the study.  
 
I need your permission to make an audio recording of the interview to ensure that the correct 
version of your interview is transcribed. Information obtained from you will remain confidential. 
The researcher can assure you that your name and the name of your employer(s) will be dealt 
with in the strictest confidence. Moreover, your trust will not be exploited for personal gain or 
benefit, by deceiving or betraying you in the research route or its published outcomes. All data 
from this study will be used for academic purposes and stored on a password-protected computer. 
Your participation is voluntary; you may inform me to stop at any time should you not wish to 
continue participating. Your right to privacy will be maintained at all times. You can contact my 
supervisor Professor Elizabeth Lubinga (elizabethl@uj.ac.za) and/or myself at 
kulanirish@gmail.com if you have any questions, concerns or need clarification. 
 
 
INFORMED CONSENT  
 
Your participation in this study indicates your consent to take part based on the following: 
 have understood what you will be doing for this study, 
 have had all your questions answered, 
 have understood that the interview will be recorded, and you have agreed and to take part 

























Does not identify male or female  
 
In which of the following media categories would you classify yourself? 
Broadcast – TV  




 Have you written/published/reported stories about the chartered accountancy profession 




 How would you define corporate reputation?  
 How do you view SAICA's reputation currently? 
 What is your view of SAICA's reputation before July 2017? 
 Is there a difference between SAICA's reputation and that of the chartered accountancy 
profession? please explain.  
 If yes, what is your view of the chartered accountancy profession’s reputation before July 
2017?  
 How has the reputation of the chartered accountancy profession been portrayed since 




 In general, how can an organisation manage its reputation in times of crisis? Please 
provide examples. 
 How has SAICA managed the reputation of the chartered accountancy profession since 
July 2017? 
 Do you think those methods were effective? Please explain. 
 How can SAICA best manage the reputation of the chartered accountancy profession 




 How did SAICA communicate with the media about the reputational crisis since July 2017?  
 How did the communication by SAICA address the challenges faced by the chartered 
accountancy profession? Please explain. 
 What was SAICA’s response to challenges facing the chartered accountancy profession 
since July 2017? 
 How could have SAICA best communicated with the media, its response to challenges 
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